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Lick Your Competition 
With Flexible Credit 


Dealers tell how to tap unusual money sources to provide con- 
tinuous credit supply. Cross-country survey reveals how dealers 
are using credit to lure customers Starts on page 56B 
How you can qualify for credit help from the Small Business 


Administration. Complete details 


»mponents Help Texas Dealer 
ush Seven Big Sub-Divisions 
Also inside: 


a 


YY <y 
4 


Filn 


Ways Dealers are Beating Today’s Price Cutters 


Mills Drop Surcharges on Unit Lumber Shipments 


Le 
4d 


New Outdoor Living Products for 1959 


Miers 


e7 
dn 
u\ 


N ist st 
2or Mic 


See New Easy Inquiry Card 
On Inside Back Cover 


ne 


mwET 


} 
3 
nn Ar} 


n 
1 





new 
cabinet 
hardware 


A complete new line — ranging from strikingly 
rol Tite lal tol dale] ok Meolslo MX (ell MArSiaL diile MAC ecalolile oe 
able backplates to such functional items as a 
powerful new magnetic catch and a full array 
of surface and semi-concealed hinges. Complete 
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available in tu-tone combinations. Modern, 
decorative design makes a perfect match for 
Dexter entrance and interior locksets. And, like 
Dexter locks, every piece installs quickly and 
easily and meets the Dexter standard of 
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BIG NAME ITEMS 

FAST MOVING ITEMS 

GOOD PROFIT ITEMS 

CUSTOMER SATISFACTION 

NEW PACKAGING 

NEW LOCAL NEWSPAPER PROMOTION 
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SNAP-CUT Shears will please all your customers. Home 
owners will like their smooth, powerful cutting action and 
many gardeners will actually be asking for SNAP-CUT 
Tools by name. Be sure you have these money-making tools 
in stock. 


Ask your jobber about this fast selling line...GRASS 
SHEARS, PRUNING SHEARS, HEDGE SHEARS, LOP- 
PING SHEARS, PRUNING SAWS, TREE TRIMMERS. 
And, ask your jobber about the SNAP-CUT local newspaper 
promotion program. 


SEYMOUR SMITH 


® 
) A ! J kK } SEYMOUR SMITH & SON, INC., Oakville, Conn., U.S.A. 
4 


Quality Tools Sales Representatives 
Since 1850 JOHN H. GRAHAM & CO. INC. 
105 Duane St., New York 8, N. Y. 
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Here Comes the BIG BOOM 


Get ready for the rich opportunities of the Greater 
Space Age with your own I.C.B.M. Increased Con- 
centration on BILT-WELL Merchandising 


This is the Space Age—living space, that is. More and more 
families in this land of ours—a million a year by 1965. Fifteen 
million new homes needed in the next 10 years! 

To help you make the best of this rich opportunity, 
BILT-WELL has developed an eleven-point program for cul- 
tivating Architects, Builders, Buyers, Remodelers. 


1] BILT-WELL MERCHANDISING TOOLS! 


BILT-WELL builder-architect promotions 


Meeting series, with help of BILT-WELL 
jobber and factory personnel—par- 
ticipation by BILT-WELL and jobber in 
‘ cost of meetings. 

Schedule your 1959 meetings right 
now with BILT-WELL help. 


New BILT-WELL product mobile 


Here is a traveling display made to 
help you win new friends with full 
size displays of BILT-WELL Products. 


BILT-WELL builder-architect direct 
mail program 

Keep in touch with all your builders 
and prospects. We furnish literature 
for your own mailing list. 


BILT-WELL Product-in-action floor 
display 

Put space in your showroom to work 
with BILT-WELL floor displays. Oper- 
ating samples of doors, windows, 


cabinetsto boomremodeling sales, in- 
terest builders in BILT-WELL Products. 


BILT-WELL'’S CABINET PLANNING 
TRAINING PROGRAM 

Complete with lectures, films on 
kitchen and storage planning! Thou- 
’ sands of BILT-WELL dealer salesmen 
already have become cabinet spe- 
cialists! 


BILT-WELL’S cooperative advertising 
program 


Sell BILT-WELL woodwork in your 
newspapers and on your TV and 
Radio Stations! 


BILT @ WELL 
| cemindiaiaell Rissciteihiahiiell 
woop . WORK 


Set up your plan—then see your 
BILT-WELL jobber. He will help you 
submit it to BILT-WELL’s advertising 
department for approval and cooper- 


* ation in time and space costs. News- 


paper mats, TV commercials and 
slides, radio commercials available. 


BILT-WELL’S 1959 National Advertising 
Program 

Plan your advertising to tie in with 
the BILT-WELL national campaign. 
Ask for the BILT-WELL schedule tie- 


in mats, blowups of ads and point- 


of-sale displays. 


New BILT-WELL Dealer Bulletin 

KEEP IN ORBIT by reading and hav- 
ing your employees read the dealer 
bulletin BILT-WELL HIGHLIGHTS reg- 
ularly. 


BILT-WELL’S Special Builder Program 
Technical and sales aids available 
include Window Calculators for all 
BILT-WELL windows—Carpenter 
Aprons—BILT-WELL model home 
merchandising kit. (Ask your jobber 
salesman.) 


BILT-WELL Merchandising Tours 

See the BILT-WELL factory! Attend 
product seminars! Learn how to ob- 
tain maximum profit from the BILT- 
WELL line. Ask your jobber for details. 


BILT-WELL Identification Program 

Display the BILT-WELL Dealer Sign! 
Use the BILT-WELL trade-mark signs 
and decals in windows and product 
displays. Be sure BILT-WELL job signs 
are up on projects by your builders. 


BILT-WELL Woodwork 


Manufactured by CARADCO, Ince. Dubuque, lowa 


(formerly Carr, Adams & Collier Company) 
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FEATURES 


Beat Competition With Credit 
Cross-country dealer interviews disclose types of credit 
plans that help sell the contractor and consumer. 


Dealers Tap Local Money to Build Private Fund 
Employes and neighbors are glad to invest, say a number 
of dealers, who tell their experience. 


Dealer-Owned Mortgage Firms Solve Financing Problem .... 59 
Finance companies organized by retail lumber dealers are 
providing mortgage money in four states. 

Charge Plate Credit System 60 


Dealers in Milwaukee and elsewhere tell bookkeeping 
benefits of department-store style of charge account. 


Eligible Small Businessmen Can Get Government Credit 
This is how you go about to qualify and apply for a gov- 
ernment loan. 


Surcharge Dropped for Unit Shipments 


Oregon mill becomes the first to offer McCracken packets 
at no extra charge. 


Specialized Millwork Keeps Dealer Busy 
By expanding his millwork department to meet special 
needs, a Baltimore dealer rings up about $300,000 an- 
nually in this department 

Home Building Dealer on the Move 
Working from raw land to finished sub-divisions, Texas 
dealer fabricates components to offer home buyers com- 
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Next Issue ... 


What is happening to the 
small-town dealer in the 
face of changing times and 
expanding big-city dealers? 

How can a small-town 
dealer develop a truck driver 
to a profit-minded manager? 

How can a small-town 
dealer expand his markets, 
advertise on television to 
become an “area” retailer 
rather than a local yard? 

These are some of the 
questions explored and an- 
swered in our next Ameri- 
can Lumberman. 
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In The News... 


A PACKAGED SALE—Updated with a 
sack dress (polyethelene), an outhouse is 
merchandised at $45, less Sears’ cata- 
log, by the Baldwin (Mich.) Lumber Co. 
‘We leave them unpainted, as different 
people have different ideas as to color,"’ 
says H. C. Allison. 





LIGHTS AND HEATS—Homes in the 
future might use this panel with both 
thermoelectric heating and lighting that 
may be varied in intensity and changed 
in color from blue to blue-green to 
green. It's in development stage by 
Westinghouse Electric Co. Entire ceilings 
could be covered in full or in pattern, it 
is said. 


NEW LOOK IN DOORS—Free-blown 
glass lever handles are installed in the 
new Corning Glass buildng in New York 
City. Heavy-duty mortise locksets are de- 
signed for use with the unique handles, 
developed by Yale & Towne Mfg. Co. in 
collaboration with the Corning Engineer- 
ing Div. and Harrison, Abramovitz & 
Abbe, architects. 





New idea in ‘Show Business” 
sells abrasive belts! 


The old proverb still works . . . to show them is to sell 
them. This simple, pegboard display rack for abrasive belts is 
making the cash register really ring at Patterson Bros. 
in New York City. 


One of the most popular and fastest-growing tools for contractors and 

home craftsmen is the portable belt sander. And Behr-Manning supplies the 
right size and grit for practically every belt sander and every job. 

It’s easy to produce profitable sales and happy customers — by recommending 
fast-cutting, long-lasting Behr-Manning abrasive belts. Better check your 
stock of these portable belts for homecraft and boat maintenance. 


BEHR-MANNING CO. v'¢ 
TROY, NEW YORK 
A DIVISION OF NORTON COMPANY oF 


in Canada: Behr-Manning (Canada) Ltd., Brantford. For Export. Norton Behr-Manning Overseas Inc., Troy, N. Y., U.S.A. 
NORTON PRODUCTS: Abrasives + Grinding Wheels + Grinding Machines + Refractories + Electrochemicals 


BEHR-MANNING PRODUCTS: Coated Abrasives + Sharpening Stones +  Pressure-Sensitive Tapes 
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PERSONAL VIEWPOINT 





Expert Opinion Goes Haywire 


The trouble with many a “specialist” is that he often has a one- 
sided and cockeyed viewpoint. 


As long as he sticks to his specialty, he is valuable and worthy of 
everyone’s attention and respect. But sooner or later his success 
induces him to recommend or predict sweeping changes based solely 
on his own preferences and prejudices. That is the point where 
you’ve got to take his guidance with a grain of salt. 


This came to mind recently when a leading store designer was 
quoted as predicting all retail lumber dealers will be out of business 
within 10 years unless they became “supermarket” merchants. 


Nobody has championed the cause of consumer supermarkets in 
this industry more than this magazine. The concept of one-stop 
consumer merchandising for lumberyards, in fact, was actually a 
product of these pages years ago. But to say that every dealer must 
run a consumer supermarket in order to survive simply shows a 
lack of knowledge about the retail lumber industry. 


Some of the most profitable yards today do not have store display 
or many consumer customers. They are the dealers who have de- 
veloped prefabrication—the dealers who sell whole-house packages 
to builders. 


These retailers have proved without doubt that through efficient 
prefabing on a local level, whole-house sales to builders can be 
achieved at a good profit—sometimes a better profit than the highly- 
touted retail supermarket. 


Anyone who says that all dealers must develop large-scale super- 
stores also does not understand the small-town market. Thousands 
of retail yards are located in communities whose populations do not 
warrant elaborate giant stores. 


Long-time observers of this industry, such as the editor of this 
magazine, know that a yard in a limited market can easily go over- 
board if it expands too heavily into store Operations. And, it takes 
a whale of a lot of screwdriver sales to equal the billing for a single 
house package. 


If any prediction is safe, it is that the big-city and suburban deal- 
er will tend to further specialization. Some will become consumer 
supermarket stores with emphasis on do-it-yourself merchandise as 
well as remodeling services; others will become component or 
whole-job prefabers. 


The small-town dealer who succeeds will balance his business 
between the two extremes of the big-city yards; he will have a one- 
stop retail store, including hardware, paint, etc., but he will also con- 
trol new construction through land development, architectural and 
financing services. His store will be a home building headquarters. 


It is a mistake to put all lumberyards into a single mold. They 
just won’t fit. 

The same applies to predicting the “future” for lumberyards. 
There is money to be made in a variety of ways, all connected with 
distribution of building materials, products and specialties. 


Self-service, million-dollar “supermarkets” of lumber, building 
materials, hardware, paint, lawn and garden supplies, etc., can be and 
are profitable. Without doubt they will increase; thousands of com- 
munities do not as yet have such retailing establishments. 


But supermarkets are still only one answer to the retail building 


materials dealers’ future. 








Circle NO. 44 on Mangy Lover Lard reprvuary 0, 


727, AMERILAMN LYMDERMAMN AINY DYUILYUIING FAWVYYULT TO MERU MANVIOER 


the PLAIN FACTS on the. 


tool rental business 





AMERICAN FLoor 





today 


TELLS ALL! 








You and every real live salesman in your store will want 
a copy of this unique book. A book that not only gives 
you the lowdown on tool rentals but also shows and tells 
you how to sell more of whatever it is you are now stock- 
ing, be it tools, wallpaper, lumber, dishpans or alarm 
clocks. Leading sales and merchandising men show and 
tell you how to get people to buy now. 

Ken Kramer, managing editor of Business Week, who 
wrote the foreword to this stimulating handbook, des- 
cribes it‘. ..as a kind of post-graduate course in selling, 
keyed to the times for today’s modern merchant . . . read 
carefully ... your reading time will be well repaid.” 


You will find immediate, concise answers to your 
questions: 

1. Which rental tools earn the most profit? 

1. How do you promote rental tools? 

3. Are there booklets available telling my customers 


how to use these tools? 


Dozens of other pertinent questions are answered in 
simple, easy to understand language. Do not delay. Send 
a note or a postcard today—simply write the words 
**$1,000 book.”” Your free copy will immediately be sent 
to you without obligation. 


profit proved rental tools, equipment, supplies 


Floor polishers « Rug 


Tilt and lever type floor sanders « Edgers shampooers ¢ Concrete grinders 


MERICAN- 


Abrasive papere 
Finishes e Rug shampoo 


MERICAN } 


FLOOR MACHINE 


Vacuums ¢ Wallpaper steamers e 
Wall washers « Tile removers 


DIVISION: 


INCOLN CORPORATION | | 


FIRST IN FLOOR MACHINES 
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American Lumberman, February 16, 1959 


THE OMNIBUS HOUSING BILL was ready for passage by both the House and Senate 


in record time as A.L. went to press this week. A Presidential veto 
seemed a possibility because the bill's provisions went far beyond 
Eisenhower's suggestions for a new housing bill. 


With the president in a budget-balancing mood the new housing bill 
could become the first test of strength for the overpowering 
democratic majorities in the Senate and House elected last November. 
There were indications that if the final bill met with universal 
approval in Congress, a presidential veto would be overridden by a 
two-thirds majority vote. 


Controversy on the bill strangely enough is largely limited to the 
amount of funds to be provided for direct VA loans in areas where 

this kind of mortgages are in short supply--mostly rural areas. 

The money, the House asked $300 million; the Senate $150 million by 
Potomac standards is small change, but it runs squarely into Eisen- 
hower's avowed stand for a balanced budget. Few questions were raised 
on a hike in the VA rate to 5%%, or $8 billion loan authority for FHA, 


now strapped for funds. 











CONTESTS CONTINUE TO GROW in popularity in merchandising lumber and building 


materials. Leading the list are events to promote remodeling. Regis- 
tration for prizes helps build a solid list of prospects. Winners 
receive modest prizes. Dealers usually have the prospect check their 
entry blank for the type of remodeling they are in the market for. 


Halliday's, a big Canadian firm, offers a new contest idea in their 
current mailing piece. They illustrate a complete workshop as a prize 
and then ask the public to estimate the total retail value of 10 dif- 
ferent building material items listed. All items can be found priced in 
the folder itself. No purchase is necessary, but a bonus prize of an 
electric drill is offered if the entry is submitted with a sales slip 


during the contest period. 





PACING CONTESTS ARE "specials" to build store traffic. Times have changed and 


dealers in this industry now appreciate that only in the retailing of 
building materials can a "Special" be so easily turned into a big-ticket 


sale. 

Joe Trentadue, Arnold Lumber Co., Decatur, Ind., illustrated this at the 
recent sales meeting of Hardware Wholesalers, Inc., Fort Wayne, Ind. 
Once skeptical, Joe is now a firm believer in "Specials" after seeing 
his store traffic boom when he began this policy. Recently he built an 
89¢ sale of a broom into a $700 combination window and storage wall 
package. Significantly at Arnold's, some "specials" are often rarely 
sold .. . the salesman shows the low-priced item, but usually sells 
something better. A case in point would be 6¢ asphalt tile which is 
usually up-graded to vinyl-asbestos or vinyl. 

















NO-DUCT HOODS WERE A HIT at the Chicago builder convention. After a few false 


starts, ventilating hoods, which require no ductwork, drew much attention 
at the NAHB confab last month. The units have special filters and 

lights - - tap a new market in both new construction and remodeling. 

The new hoods typify the dilemma faced by builders on many products: 

a lower installed price vs sales appeal. 


At the show you could almost see the wheels turning in the minds of 
builders as they considered new items. Frequently, too, product selec- 
tion depends on union jurisdiction - - if it can't be carpenter-installed, 
it may ride into a union with a higher hourly scale. 
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FEBRUARY marks the end of our first 70 years in the business of manufacturing fine lumber and lumber 
products. Those 70 years are YOUR assurance of uniformly high quality and dependable customer service. 
It's a truism when we say that FORDYCE QUALITY means SUPERIOR QUALITY . . . backed by 70 years of 
experience and manufacturing know-how ... 70 years of conscientious, satisfactory service to the lumber 
trade ... 70 years of establishing a timber supply on sustained yield basis. Step up to FORDYCE QUALITY 


or , ; , 
y next time ... You will appreciate the difference! 


ps 
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AND NOW 











% : OFFERS YOU AN 


“~~ OUTSTANDING 
OPPORTUNITY 


FOR THE 
DIRECT-DEALER FRANCHISE 
WITH A FUTURE! 








THE 
MERCHANDISING 
POWER OF 
OUTBOARD MARINE 
CORPORATION 

IS NOW 


FOCUSED ON 
MIDLAND 
GARDEN 
EQUIPMENT 


(its newest subsidiary) 


Sell this new companion to world-famous 
JOHNSON, EVINRUDE and 
BUCCANEER Outboard Motors, 
LAWN-BOY Power Mowers, CUSHMAN 
Commercial and Industrial Vehicles 

and PIONEER Chain Saws! 
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OUTBOARD MARINE CORPORATION 
IS IN THE GARDEN EQUIPMENT 
FIELD TO BE ITS LEADER 


Garden tractors and power mowers fit logically 
and naturally into Outboard Marine’s group of 
time-tested, quality-proven products. Our ex- 
perience and leadership in engineering and man- 
ufacturing, merchandising and advertising fa- 
mous products eminently qualifies us to attain 
our goal: gaining and keeping the lead in Amer- 
ica’s garden-equipment field. 


YOU WILL SELL AN OUTSTANDING, 
RESPECTED PRODUCT 

Not an untried newcomer, but a sound, quality- 
engineered line built by a respected firm with 
over 48 years’ experience in garden equipment. 
You can meet each member of this outstanding 
line on Page 4 of this insert. 


YOU GET THE BACKING OF A 
VIGOROUS CORPORATION 

Dynamic Outboard Marine offers the Midland 
line — and you — the vast capital resources of 
a world leader in power equipment. You’ll profit 
from exciting product design and engineering ad- 
vances .. . top manufacturing capabilities . . . 
and excellent quality control of our product. 


YOU WILL ENJOY PROMPT PARTS- 
REPAIR SERVICE 

Outboard Marine offers you a nation-wide parts 
and repair service network. The entire parts- 
service organization of Outboard Marine will 
back every Midland product you sell. 


AGGRESSIVE MERCHANDISING 

WILL HELP YOU SELL 

Vigorous promotion and merchandising have 
characterized the operations of Johnson . . . Evin- 
rude... Buccaneer . . . Lawn-Boy . . . Cushman 
... and Pioneer. You, too, will be supported by 
powerful promotion . . . top merchandising aids 
and co-op advertising allowances . . . plus the 
added advantage of all Outboard Marine adver- 
tising, tieing-in Midland with the other famous 
OMC products. 


YOU PROFIT WITH A PROTECTED 
TERRITORY 

We’re selling direct-to-dealer with protected 
franchises. You can compete favorably in your 
own selling area, and enjoy all the many advan- 
tages this efficient distribution system provides. 


YOU GET A WARRANTY WITH TEETH 
Midland Garden Equipment will be sold on a full 
90-day warranty beginning on the first day of 
use. You benefit from a warranty that means 
something because it’s backed by one of Amer- 
ica’s large corporations. 


OUTBOARD MARINE IS NO STRANGER 

TO SUCCESS 

As you know, we lead the world in outboard 
motors and power mowers . . . and we are rapid- 
ly approaching leadership among chain saw man- 
ufacturers. The same engineering skill and mar- 
keting know-how that built these notable sales 
successes is now directed to Midland equipment. 


THIS IS YOUR OUTSTANDING OPPORTUNITY TO GET IN 
ON THE GROUND FLOOR...AND GROW WITH MIDLAND 


Midland Products will be designed, 
engineered, and merchandised in the 
same imaginative, aggressive, and 
successful manner that other Outboard 
Marine Products have enjoyed. We 
have a formula for success...and we 
will use it to promote Midland to the top. 


ACT NOW 
MAIL THIS 
COUPON ! 





BIG-TRACTOR STAMINA FOR BIG-MARGIN 
PROFIT MIDLAND 7 HP RIDER 


Wait till your customers see 

this! Here’s big-tractor power 

at budget price . . . stamina . 

that obeys a gentle touch... * 

“auto-steering” ease ...smooth, 

effortless shifting . . . and a 

host of dependable, efficient 

attachments that save cus- 

tomers time and energy 52 

weeks a year. 

@ Starts Automatically _- 12-volt electric starter-generator and headlights 
available at slight extra cost e Implements Raise Effortlessly @ Stops Fast for 
Safety— and locks for parking on steep slopes @ Full-Geared Differential — 
on-a-dime turns without turf-scuffing 


THE MIDLAND 


LINE FOR 499 


sells on quality; 
geoendgbility, 

reputation ad price 
SELF-PROPELLED POWER 


PLANT MIDLAND 4 HP 


. perfect 


superlative tilling . . 
balance for handling ; 
slicing, non-winding tines of qual- 
ity heat-treated steel . . . peak 
performance 1m all types of soil. 


But that’s not all! This unit 

mows lawns, too! Using a 26” 

Rotary Mower attachment, your 

customer can groom his grass 

to velvety smoothness — and do 

it in a hurry! 

e Forward, Neutral, Reverse Gears at Your Fingertips @ Semi-Pneumatic Tires 
Tread Lightly On Fine Lawns @ Full-Geared Transmission for Non-Slip Turns 


THE MIDLAND COMPANY 


RUGGED RELIABILITY AT LOWEST 
COST MIDLAND 16’ Rotary Tiller 
Just right for the customer who wants responsive 
power and high performance in a low-cost pack- 
age. Soil-tested for top performance in all areas 
of the country. Slicing, non-winding tines, care- / 
fully crafted of qual- 

ity heat-treated steel 

.. . rotate at just the 

right speed to knead 

the soil, not pulver- 

ize it. 

@ Tillage Depths to 6” @ Recoil Starter 

@ Fingertip Controls @ Disengaging Clutch 

e@ ‘‘Hush, Hush’’ Muffler 

e@ Enclosed Transmission e Rugged 234 hp. Engine 


HUSKY HORSEPOWER FOR HEAVY 
CHORES MIDLAND 7 HP 
Self-Propelled Tiller-Tractor 
Talk about competitive sell- 

ing advantages! Here’s a 

brawny tiller-tractor that 

can lick even toughest jobs | 

or become docile as a kit- 

ten with just a touch of 

your finger. It’s a rugged 
performer that can till, 

plow snow, mow lawns, or 

perform any of a dozen 

other chores. 


@ Convenient Hand Controls @ Full-Geared Differential « 
@ Lever-Selected Gearshift 


SURE PERFORMERS WITH SALES 
POWER MIDLAND ROTARY 
MOWERS 

Your customers enjoy smooth, 

= cuts and “in-close” trim- 

. plus features like these: 
sijestiliie whole to teny- cutting ; 
heights; adjustable handles for > \ 
tall or short operators, easier \. 

_ storage; rugged, yet light-weight 
construction. \ 


@ 2% hp. 21” Model MPB1 
@ 2 hp. 21” Model 19MH 
@ 2 hp. 18” Model 89MH 


sussiviary of OQ“UTBOARD MARINE 


MAKERS OF JOHNSON, EVINRUDE AND BUCCANEER OUTBOARD MOTORS, LAWN-BOY POWER MOWERS, CUSHMAN COMMERCIAL AND INDUSTRIAL VEHICLES, AND PIONEER CHAIN SAWS 


THE MIDLAND COMPANY 
1200 S. Rawson Ave., Dept. 259 
South Milwaukee, Wisconsin 


Gentlemen: The outstanding opportunity you offer on 
direct-dealer Midland franchises sounds good to me. Please 
send me more information. 


NAME 
COMPANY 
ADDRESS 


city . 


NOW 
ITS UP TO YOU! 


You know what we offer. You know we intend to 
make Midland Garden Equipment the leader in the 
field. NOW send us this handy coupon for more 
information on how you can avail yourself of this 
outstanding profit opportunity. 


Printed in U.S.A. 














Alaskan Dealer Reports Bright Future 


Jim Wilber, manager of the Don 
Abel Co. in Juneau (pop. 8,729), 
Alaska’s capital city, views the future 
with considerable optimism. 

Statehood is bound to bring big 
expenditures in all types of building— 
homes, apartments, commercial, state 
and federal—and the building mate- 
rials dealer is sure to benefit, Jim em- 
phasizes. Already two bowling alleys 
are in the works and an expansion of 
tourists’ facilities is planned in Juneau. 

As manager of the 20-year-old Don 
Abel Co., Jim is promoting home im- 
provements as hard as any dealer with- 
in the continental U. S. He budgets 
about $4,800 of his $300,000 gross 
sales for promotion, mostly radio and 
big 


He allows a 10% discount on the 
total cost of materials for home im- 
provement projects. In addition, he has 
a revolving budget payment plan with 
1% interest monthly on the unpaid 
balance, which has produced a “no- 
ticeable effect on larger home im- 
provement projects.” 

Home improvements in Juneau, 
with its annual rainfall of 80 inches 
plus, are slanted more toward interior 
comfort and beautification. The Don 
Abel firm has 13,600 square feet of 
inside storage space. Because of ad- 
verse weather, virtually no use is made 
of outside storage. 

Transportation costly. “While trans- 
portation is our greatest problem,” 
added Jim, “it is also perhaps one of 
our greatest assets by virtue of the 
difficulties it imposes on our compe- 
titors, the smaller local dealers and 
mail order houses. We have a large 
warehouse and can carry a large and 





RUGGED MOUNTAINS rise behind the 
Don Abel Co. in picturesque Juneau. 





MANAGER JIM WILBER 


widely diversified stock.” 

Transportation costs shoot up retail 
prices of building materials an average 
of 20%. Freight may vary from 3% 
to 4% for such items as paint and 
hardware to as high as 120% for con- 
crete. (A concrete plant was recently 
opened near Juneau.) 

There are many do-it-yourself cus- 
tomers around Juneau. This has led to 
a large number of prefabricated and 
prefinished items in the dealers’ in- 
ventory. 

“One very important part of this 
trade,” explains Jim, “has been the 
catalog of do-it-yourself plans supplied 
and constantly updated by one manu- 
facturer.” 

Three other lumber firms in the 
Juneau area are Columbia Lumber, 
Auke Bay Lumber Co. and Alaska 
Builder’s Supply. 

In addition to its regular operation, 
the Don Abel Co. employs an average 
of eight building mechanics, some of 
which regularly work in the firm’s 
cabinet shop. 

One paradox of southeastern Alas- 
ka, which is rich in virgin timber, is 
that there is no mill for sawing and 
finishing any lumber but spruce, which 
partially takes the place of fir. 

Any cedar used for roofing or sid- 
ing, fir for heavy construction, also 
hemlock, must be shipped stateside, 
usually Seattle. In many cases, raw 
lumber harvested in southeastern Alas- 
ka must be shipped back in finished 
form. 

With a stepped-up building program 
ahead, Alaskans feel there is certainly 
a need and opportunity for increased 
sawmill operations. 
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“how to 
organize 
and conduct 
builder 
meetings” 


In this 12-page booklet are 
most of the things you should 
know about a builder-contrac- 
tor meeting! Where should you 
have it and when? Hew should 
you invite your guests? What 
should the program be? Should 
you serve food and beverages? 
How much will it cost? 

The builder-contractor 
meeting is one of your best 
sales promotion opportunities, 
Make the most of it! This 
booklet is a summary of what 
we learned in many such meet- 
ings held with and for our 
Crestline dealers. Send for it 
today. Nocharge or obligation, 


Prettine 


® MILLWORK 


The SILCREST COMPANY 
100 Thomas Street, Wausau, Wis. 
Western Ponderosa Pine Union Label 


Removable Double-Hung 
Window Units — 


[_| Removable Stideby 
Window Units Stacking Awning 
Window Units 


Casement 
Wi Weatherstripped Door 
ji] Window Vole Fr omes, Comblnction 
Self-Storing Storms & Screens (with aluminum 
frame inserts), Louvered Doors & Shutters, Com- 
bination Aluminum Doors, Panel & Sash Doors, 
and other allied products. 
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Plus 
Values 


that are sales clinchers 


Every prospective home buyer is interested in 
getting more for his money. ALWINTITE alumi- 
num windows provide a PLus VALUE any buyer 
can see and appreciate. They give houses more 
sell... build reputations for quality. Their fine 
workmanship, flash-welded corners, beautiful 
luster-dip finish, permanent weathertightness, 
easy, trouble-free operation are all PLus VALUES 
that help clinch the sale. What’s more, depend- 
able General Bronze stands firmly behind every 
ALWINTITE product. For latest catalog, address 
Dept. AL-92. 


ouvstandaing pront opportunity. 
Printed in U.S.A. 








Gown by Kasper 
‘of Arnold & Fox 


ALWINTITE’ 


by GENERAL BRONZE 


GARDEN CITY, N.Y. 


ALUMINUM WINDOWS *¢ SLIDING DOORS 
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How’s Business ? 


Strong optimism is running through all phases of the home 
building business nation-wide; spring business looks good, 
although best qualified observers have doubts about next fall. 
Dealers report their January business is good; even where it 
is poor because of weather, they see improvement coming. 


Business indicators reflect good business: the wholesale 
price index of all commodities is steady at 119.2; lumber 
price index is steady at 119.9; construction failures are hold- 
ing solid at 176 for the last quarter of °58; the dollar’s pur- 
chasing power, wholesale, is at 83.9 and steady while at retail 
it is 80.8 and pushing upward somewhat. Housing price 
index is 128.2 and showing some rise; rent price index is 
138.7 and strong. Carloadings of lumber for the week end- 
ing January 24 were 1,715 car higher than last year. De- 
partment store sales in January all over the country ran 
1%—4% higher than last year except in St. Louis, Minnea- 
polis and Dallas regions, where they were the same; and in 
the Cleveland and Chicago regions where they were 2% 
below last year. 


Lower-priced homes apparently will be the order of the 
day this spring, continuing the swing in that direction noted 
in builders’ plans last fall. However, one housing expert 
points out there are 23 million families who can pay up to 
$12,500 for a house, but only eight million existing houses 
priced that high; and more than 11 million families can 
pay up to $17,500 but there are less than three million cur- 
rent homes priced that high. 


Millions 
2.0 





NEW PERMANENT NONFARM DWELLING 
UNITS STARTED (privately owned) * 


* Seasonally adjusted, 
of annual rates 


ed 


1955 1956 1957 1958 














Mortgage money which is costing more, is the one element 
in the current picture which makes forecasters nervous. 
“Another %-point boost kills off 25,000 houses,” says one 
economist. Note that the average yield of domestic corporate 
bonds in December was 4.41%; compare this to 4.75% 
rate on VA mortgages and you see why there’s little VA 
mortgage money available. The proposed boost to 5% % 
will help some, but even FHA paper at this rate is close to 
the return to investors on borids. 

Forecasts by building materials manufacturers for the 
coming year are almost universally optimistic for their busi- 
ness; this suggests that dealers selling their products will do 
all right, too. 

Regionally, business seems better in January in the Moun- 
tain and Pacific states than in the rest of the nation. In 
general, the bad weather during January east of the Rockies 
forced down lumberyard sales to an appreciable degree, 
although reports from a number of areas say that contrac- 
tors’ sales of new homes to be built this spring are ahead of 
a year ago. 

Accounts receivable and inventories are following the 
seasonal pattern: receivables up and inventories the same or 
down a bit. 


Fourth quarter business of lumberyards across the nation 
showed a varied pattern, with upward reports noted in the 
middle and south Atlantic, Mountain and Pacific states. 


index, 1947-49100 
180 





TOTAL INDUSTRIAL PRODUCTION 
(F. R. B. seas. adj. index) 
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(Charts from U. S. Dept. of Commerce) 


Sales Pulse 
Marketing Regions (see map poge 27) 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
Atlantic Atlantic Atlan*'- Central Central Central Central 
Sales: Jan. 59 vs. —2.5% —12% 415% —0— —25% 15% —-0-— +-10% + 25% 
Jan. '58 
12 months '58 vs. — 10% +17% - y —10% —25% +-15% + % + 7% 
12 months '57 
Accounts receivable: Jan. 31, + 8% +15% 
'59 vs. Jan. 31, '58 
Inventory: Jan. 31, ‘59 vs. + 1% — 3% + 5% —20% —10% 
Jan. 31, '58 
Last quarter's sales estimate — 5% +13% +10% —15% —25% —0-— 
January weather Bad Bad Average Bad Bad Average 


— 5% — 5% + 10% 
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Open Doors 
com 41@),.4 4 SALES 
with 


FOLDING & 
[md ) 01-400 Reversible 


SLIDING DOOR HARDWARE 


Meets today’s need for methods that save time; cut 
installation costs! Shown left, the same OT-400 hangers 
may be used on either 3%” or 13” doors just by 
reversing their positions. This feature also simplifies 
ordering and stocking. OT-400 is made of sturdy 
extruded aluminum track with built-in no-jump feature, 

cadmium steel hangers with silent nylon wheels. 


MACKLANBURG-DUNCAN CO. 





YOU - 
CAN USE 
SAME 
HANGERS 
FOR BOTH 














and | 





DOORS 


Complete set in new 
TUBULAR PACKAGE 


Shown above, set includes track, hangers, guides, 
screws and instructions. Packaged in 3, 4, 5, 6, and 
8 ft. lengths. Please specify OT-400 Reversible 


SCHSSHSSSSHSHSHSSHSHSHSHSHSHSHHSHSHSHSSHSSHSHSHSHSHHHHSHHHHHHHHHSSEOHOEOD 


jmd j OT-200 Overhead Type 
SLIDING DOOR HARD isa 


Extra-sturdy extruded aluminum track and hangers 
for doors %”, 1”, 1%” and 1%” thick, single or by- 
passing. Built-in no-jump track feature. Noiseless, 
lifetime nylon wheels. Plastic door guides. All screws 
furnished and instructions. Hardware for each door 
thickness individually boxed. 








WALL POCKET HARDWARE-> 


Shown a right is Hanger TH2 and 
Guide No. 13, made especially for 
Wall Pocket Doors. Packed 2 hang- 
ers and 1 guide to envelope, plus 
screws for hangers, guide and track. 





ev pen CKLANBORG- DUNCAN CO. 


O. BOX 197 ®@ OKLAHOMA CITY. OKLAHOMA 





SLIDING DOOR HARDWARE 


Aluma-Slide 
SLIDING DOOR TRACK 


Shiny, M-D Aluma-Slide aluminum track sets can be used on 
any size cabinet . . . with any panel material. Comes in 
decorative Alacrome, Anodized Albras, Anodized Albright or 
Anodized Satin. Enhances the appearance of any cabinet. 


Completely 
packaged 


sets! NEW, IMPROVED LOWER TRACK 
Holes drilled— Smooth! Easy gliding! Panels slide along 
on special supporting ridges—not just one 
Screws flat surface. 
furnished Aluma-Slide has dozens of uses! 








rs 
Tit pPT>| 

















oo 








Sets available for '/e”, “4”, %e”, V2” or %” sliding q\2 
panels of glass, plywood, masonite, efc. __Work Shop Storage 


M-D Aluma-Slide Sliding Door Track provides a fast, easy 
way to add storage cabinet space. Has so many uses, yet, 
no special tools are needed. For heavier doors }/2” or 34” 
thick special nylon buttons are included for smooth, easy 
gliding. Comes in tubular packaged sets of 3, 4, 5, 6 and 8-ft. — 4a 
lengths, complete with holes drilled, screws furnished and Garage 5 Family Room Storage 
instructions. 
SOCOCOSSSSSHSSHSHSSSHSHHSHSHSHSSHSHSHSHSHSHSHSHSHSHHSHHSHOSHSHSHSHSHOHSHHHHSHSHSSHSSSSHSHSHSHSSSHHSHSHSSSSSHHSSHHSEEESE 
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Post = lone Modernizing! | 














» 
—> 





<I 





MACKLANBUEG DURE AN CO 


FOLDING DooOR «=e 


POPULAR Nig o, 


Hardware Sor Nh 


nt ILDING 





TMM. 


For closets, wardrobes, dens, bars, . 
room dividers, etc. Ideal for 4 or ani ae 
2-panel full or half-size interior WALLACES FARMEE 
doors of any thickness. Gives full Paame Fanmen —_— 
access to closets, yet saves floor c cuawen ff Py Torkcubent 
and wall space. Comes in complete- WM one " we ane ee 
ly packaged sets for 2 ft., 2 ft. 6 in., 


3 ft, 4 ft, 5S ft, 6 ft. openings, 
ready to install. 17 magazines will carry 


1 97 ,000,000 Messages 
DEALERS to your customers 
Order today! Your order shipped about M-D products! 


a win bon Soap ional 124 ads (some in 2 colors) will 
oteetiond. 7 cover the line of M-D products and 
create store traffic for youl 


Webraska 
«.- Farmer 


brit aD 
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Usable Crawl Space 

Styrofoam insulating board sold by Knecht Lumber Co., 
Rapid City, S. D., enables low-cost homes in Knollwood 
subdivision to make insulated storage space Out of crawl 
spaces. 

“It is a real plus for the small house, which is usually 
cramped for storage area,” said Gene Stone, pictured 
above, pointing to the plastic perimeter application. Entry 
to the crawl space is through outside cellardoors, which 
is another good seller for Knecht’s. 

The usable crawl space provides part of function of a 
basement, without the costs of a full basement, which 
would be prohibitive in a small low-cost house. 

Several hundred homes have been sold using the plastic 
perimeter board from Knecht Lumber Co. 


10 Tons of Moulding Plaster 

Moulding plaster has been among the best sellers for 
Foxworth-Galbraith of McKinney, Tex., during the past 
six months. According to manager Ralph Martin (above), 
the yard store sells bagged moulding plaster for home use 
to hobbyists, do-it-yourselfers and others. The plaster 
works out into many things from gas legs to casts or 
moulds for ceramic work. 

Last year, in 1958, Foxworth-Galbraith sold about ten 
tons of moulding plaster. It is retailed at five cents a pound, 
being bagged in both five and ten pound paper sacks. The 
yard store will also sell moulding plaster in 100 Ib. bags 
for $2.85. 





ALWAYS AHEAD OF THE FIELD! 


Today's GREATEST Improvement in the 


Aluminum Siding field! 


43 NEW IMPROVEMENTS FOR 
PRODUCT BETTERMENT! 


0 New! Copper-Seal Finish 
Protection where the Eye 
Can’‘t See! 


® New! pre-punched Nail Holes 
The applicator’s delight .. . 





WEATHER-TIGHT... 


Saves on-the-job cutting. 
Saves Labor, Time and Costs. 














Available in a large variety of 
© New! Factory-Notched Ends BEAUTIFUL FIRE-BAKEDCOLORS 


e BLUE e GREEN e WHITE 
e PINK e GRAY e BROWN 
e YELLOW e DARK GREEN 
e IVORY e DARK GRAY 


© New! weep-Holes e CORAL e BARN RED 


Completely minimizes condensation. 


MAKES OVER 100 COLOR COMBINATIONS 
IT’S IMPORTANT TO KEEP 
AHEAD OF THE FIELD! 


For a complete line of Aluminum 
Siding always ask for KOVER-LUM#t 
KOVER-LUM Vertical... Fulfills archi- 
tects’ latest designs. 
KOVER-LUM Embossed... For strength. 








A FULL LINE OF SALES AIDES... 
AD MATS, BROCHURES, SLIDES, PRICE 
LISTS, AND A COMPLETE “PITCH-BOOK” 
DESIGNED TO SELL! 


WITH OR WITHOUT 
BACKER BOARD 


Excellent for hailstorm 
areas. 

KOVER-LUM Lnsulated. . . With weath- 
erboard ‘attached ° 
bonded into ONE piece 

ready to nail. 

KOV ER-STONE, - Genuine INDIVIDUAL 
pre-cast stones . . . Covers 
any surface. 


SALES COME EASIER WHEN YOUR SIDING IS BETTER! 


SEE US AT BOOTHS 7349-334 
NERSICA SHOW FEB. 22-23-24 
SHERMAN HOTEL, CHICAGO 


10551 ANDERSON PLACE 
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CALL, WRITE OR SEE US AT 


S. ALUMINUM SIDING CORP. ‘Sisc.t%ouic22 
& @ SHERMAN HOTEL, CHICAGO 


FRANKLIN PARK, ILL. 


SEE US AT BOOTHS #349-334 


Gladstone 5-7260 
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yi)! Ree SERVICE FOR 
YOUR CONTRACTOR CUSTOMERS 


The Certain-teed ‘“Color-Tuned Roofing 


Systems” Program Offers . . . 


... the Color Styling service of Miss Beatrice West, 
one of America’s foremost home color stylists. 
Miss West, under the auspices of Certain-teed 

will make color recommendations for 


your contractor customers—free. 


. . . the famous “ Home Harmonizer” book is 
another part of the Certain-teed “Color-Tuned 
Roofing Systems” Program. This fabulous 

book will permit your customers to see in full detail 
a wider range of roofing, siding and trim 


color combinations . . . no more costly guesswork. 


The scientifically designed Certain-teed 
line of just ten colors means you will have less 
warehouse space and less capital tied up— 


therefore—more profits. 


Ask your Certain-teed representative about the 
new—designed for you— 


Color-Tuned Roofing Systems Program. 


Cerlain-teed 
BUILDING PRODUCTS 


Cortain-leedd °-» Suzerion Products through Creative hesearch 
<\o 


CERTAIN-TEED PRODUCTS CORPORATION © Ardmore, Pennsylvania « Plants and offices throughout the United States 
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distinctively new 
cabinet hardware 


creations by 





Wiledabist( 





Capri . . . an exclusive new addition to the 
Decorator hardware grouping . . . designed 

to accent the ultimate in modern cabinet styling. 
These graceful creations have immediate 
customer appeal for installation in kitchen, 
living room, den and recreation room. 
ASSORTMENT No. 48 includes Pulls and Utility 
Hooks in popular Bright Brass, Bright Chrome 
and Old Copper finishes. Utility Hook is ideal 
for hanging utensils, towels or clothes. Knobs 
ordered separately. Write for sheet #2139 
giving full assortment details and prices. 


h lide- : hy 4: Natural finish birch 

ated ss pine t display board is offered 
2 hapa MORRO ee FREE with each assortment 
quick-service selling 





This compact display focuses your customer's 


Sturd kagi d dable 
ee ne eee attention on the newest, eye-pleasing cabinet 


duct protection. Handy slide box h 
ai schon poet ——— hardware for the home. Items furnished in 
clear removable acetate cover... 5 pt : : 

; = Bright Chrome, Bright Brass and Old Copper. 
permits customer to examine merchandise a 
without damaging the package. 

“ 


e 
NATIONAL LOCK CO. Wledabist. HARDWARE DIVISION 
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presents... 


= a complete line for retailers only 

= a line created for top retailer profit 

= a line with top brand name acceptance 
= a line researched for high turnover 

= a top quality line priced to move quickly 


WU 


LINE 





another example Skil setting 


$79.95 


S&S 
Re smaitl All-New 7%’ Saw, Model 553— 
All-New 6%” Saw, Model 552— 
$64.95 


LOWER 
SAW 


All-New 5%” Saw, Model 533— 6%" Saw, Model 536—$49.95 


~~ Ww 
SKIL 


LINE 


Hardware 
Week 

Jig Saw, Model 514 | an 
pee $39.95 

(until May 2, 
1959) 


Regularly 
$47.50 











SKIL has taken the biggest, most exciting 
forward step in the power tool industry to 
do something positive about retailers’ prof- 
its! SKIL has created a short—but complete 
—500 Line for you, the retailer. It is entirely 
different from the SKIL industrial line. Now, 
for the first time, it is possible to eliminate 
the confusion and inventory problems re- 
sulting from duplication of power tool lines 


in your store. 












¥," Drill, 
Model 503—$18.95 





%" Drill, Bel 
Mode! 560—$39.95 


2 


SPECIAL! 


until May 31, 
1959 


FREE 
50 Ft. Cord 


Included 
$6.25 Value 


(Order as 
Kit #8513) 


Skil acceptance 


Top Brand Name Acceptance... Survey 
after survey proves SKIL is the name cus- 
tomers want on their power tools. Now is the 











time to discard those “no-name” brands and 
sell SKIL! 


The Line Market Research Created... 
Hundreds of thousands of dollars were spent 
by the hardware industry's top merchandisers 
to help select the tools in the new 500 Line. 
No duds or slow-movers. 


Built-In Quality Priced Right. . . Skil 
quality is a proved fact. Consumers recog- 
nize and want it. The 500 Line is the quality 
line your store needs for high turnover profit 
in power tools. 


trends today for 





leadership 






Orbital Sander, 
Model 592— 
$49.95 


| sklf \ 


ee 


% Drill, “y we 
Model 549—$29.95 } mF 4’ Belt Sander, 
; Model 405— 
$89.95 


¥% HP Router, 


Hedge Trimmer, Model 513— 
$44.50 


+ Skil values = turnover 


Coast-to-Coast Skil Service . . . 33 com- 
pletely equipped factory branches are strate- 
gically located across the country for quick, 
reliable service. In addition, there are 47 fac- 
tory-authorized Skil service stations. 


Large, Well-Trained Field Force... Skil 
field sales representatives have proved them- 
selves to be a real merchandising help to re- 
tail dealers. They are experts in selling, 
demonstrating, displaying and advertising 
SKIL tools at the retail level. 

Aggressive Merchandising and Promotion 
... Skil gives you a complete, hard-hitting 
merchandising and promotional program— 
backed by consistent, dominant national 
advertising. 


Made only by SKIL Corporation, 
manufacturer of famous SKIL 
and SKILSAW products, Chicago 
30, Illinois, U.S.A. 


du phowsse op even belt Tomorrow) 





THE SL 


LINE 


nationally advertised to 
47,618,000 prospects 


Skil’s most dramatic, 
hard-hitting national ad- 
vertising will help sell the 


500 Line this year to mil- . i gins a 
lions of readers of the na- aprieiy boxes 
tion's top magazines. In : 

addition, a complete edi- fd 
torial publicity program PLUS = 
will be beamed to do-it- ms 














yourselfers everywhere. FREE local advertising materials, including — 
j Attention-getting, colorful window streamers featuring 

Saturday Evening Post, einer oe dnc 

Look, Po p ula r Science, Dealer ad mats that are stoppers, in a variety of sizes 

j j f r signature, highlighting tools in the 

Popular Mechanics, This fay je.cver your sia 9 

Week are among the mag- Radio spots to give you strong “where-to-buy-it” 

azinesplannedforthis — ‘dentification. 


Combination envelope stuffers and counter circulars 


gigantic 1959 push. featuring the 500 Line. 


Call the man who sells you SKIL tools today for the 500 Line story 


a promise of even bell lomorrow) 


Made only by SKIL Corporation, manufacturer of famous SKIL and 
SKILSAW products, 5033 Elston Avenue, Chicago 30, Illinois 
In Canada: 3601 Dundas Street West, Toronto 9, Ontario. F-14542 PRINTED IN U.S.A. 





What's the PRICEP 





Retailers’ prices held firm during the past two weeks, re- 
flecting strong mill prices, anticipation of good volume of 
home building, though tempered by generally poor weather 
through most of the consuming areas. 

Mill prices of western lumber and fir plywood appear on 
the upward grade as the flood of orders from retailers con- 
tinue. At presstime reports were received of plywood moving 
up to $80 for %4” AD sanded panels. Some mill men are 
reported worried that the industry is in for another runaway 
price market, which will kill off demand and plunge mills’ 
order files downward. The open winter in the Pacific North- 
west has been a good one for the sawmills. In the southern 
pine area bad weather has hampered mill production, but it 
also has slowed construction—actual and planned—so the 
two conditions balance each other. Oak flooring markets are 
reported softer than two weeks ago, with mill prices at $190. 





Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. Th2y do not necessarily show a trend from the last issue.) 

















z 1 z 2 z 3 z 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South Eost North East South West North West Sovth Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 
Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $125 $127.50 $140 $135 $115 $130 $120 $120 a 
Std. & Btr. dry R/L 2x4 ae $127.9 $145 $150 ae $145 $125 $135 = 
Std. & Btr. green R/L 2x10 $125 $135 $145 $137.50 $115 $132.50 $135 $120 - 
Std. & Btr. dry 2x10 R/L — $135 $155 $150 —_— $145 $147.50 $135 $ r- 
Boards: Std. & Btr. green R/L 1x6 and 1x8 $115 $135 $137.50 $135 —. $125 — — $ 95 
West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $127.50 $125 $120 $140 — $135 =e $135 90 
Std. & Btr. dry R/L 2x10 $130 $125 $137.50 $138 a $140 — — $110 
Boards: Std. & Btr. dry R/L 1x6 ond 1x8 —— cme $132.50 $135 oui $132.50. — $ 80 
Western Pines: 
oards: No. 2 & Btr. dry 1x8 R/L S45 or 
4 shiplap Bins ‘ a $265 $222.50 $185 — $175 $185 $180 $182 
No. 3 & Btr. dry R/L 1x8 $4S 
‘thiplop Siam ag: an $120 $240 $150 $130 $145 $140 $140 $130 $120 
No. ' 1x8 S4S 
pF ng oa 7 —_— $140 —_ $120 — $115 — $ 98 $ 99 
Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 -— — $105 a $120 — $115 — — 
No, 2 & Btr. dry R/L 2x10 - —_— — $110 — $120 — $125 -_— _— 
: s a 1 
a “- 3 re as sec agekat — $130 $105 $135 $110 — $115 — oa 
Hardwood Flooring: 
325 
Clear oak 25/32”x2%4" $230 $265 $255 $290 $220 $240 $230 $280 $ 
Select oak 25/32"x2%." $225 $250 $240 $275 $210 $230 $215 $190 $300 
Interior Softwood Paneling: 
No. 2 fos en pine R/W $220 $190 $230 $225 $220 $200 $205 _ —_ 
No. 3 ponderosa pine R/W $180 $175 $220 $190 $165 $165 $215 $ 
Wood Siding: 
Redwood bevel siding %,’x8” $320 $285 $250 $235 $260 $200 $270 or sess 
Cedar bevel siding %/,”x8” $320 $250 $209 $265 —- $260 — $ 
Wood shingles: 
bar ~ © ae 5/2 #1 Blue $16.75 $20 $ 22 $ 20 $ 20 $ 15 $ 15.50 $ 17.50 $ 15 
PLYWOOD: 
Fir, V4” DFPA-AD interior glue $120 $122.50 $130 $130 $125 $130 $122.50 ee 5 th 
Fir, Ye” DFPA-AD exterior glue $132.50 $165 $145 $160 $155 $160 ee +4 Site 
Fir, %” DFPA-CD sheathing interior glue $100 $125 $145 $125 $135 $135 ‘ $120 oh a 
Fir, 2” DFPA-CD sheathing interior glue $140 $162 $160 $160 $185 $162.50 ah 18 He 
Fir, %&” DFPA-CD sheathing interior glue $162.50 $190 $180 $190 $200 $180 $18 : es80 
Birch, 1/,” A2 $450 $630 $500 $450 $390 $375 ee — Steo 
Philippine mahogany, '/,” rotary cut $175 $195 $200 $240 $200 $200 $193 $2 
MILLWORK: 
re ee. eee $ 7.95 $ 9.25 8 $ 10 $ 8.25 $ 9.80 $ 950 $ 9 $ 7.50 
Birch flush door 14%”-2-6x6-8 $ 11.50 $ 12.50 $ 10.50 $ 12 $ 11.50 $ 12.50 $ 11.25 $ 12.25 $ = 
Double hung window unit $19.73 $ 20 $ 20 $ 23.50 $19 $ 20 $ 22.50 $ 25 $ 
2-4x4-6, glazed, weather- 
stripped and balanced 
BUILDING MATERIALS: : 
Outside white paint, first grade $ 6.65 $ 6.80 $ 6.75 $ 6.75 $ 6.90 $ 6.50 $ 6.75 $ 6.80 $ f -. 
8d common steel! nails $ 12 $ 14 $ 14.50 $ 14 $ 14 $ 15 $ 13.50 $ 17.50 : — 
Mineral wool insulation, full thick bott $ 75 $ 75 $ 68.50 $ 77.50 $ 70 $ 84 $ 72.50 $ 75 : 
Wood fiber blonket, std thick $ 60 $ 60 $72.50 $75 $ 75 $ 60 $ 45 $ 67 : 
Ceiling tile 12x12” $122.50 $132 $135 $132.50 $125 $140 $135 $140 poe 
Acoustical ceiling tile 12x12” $177.50 $180 $195 $180 $165 $180 $185 $200 $ 7 os 
%” insulating building boord $ 75 $ 80 $ 90 $ 90 $ 75 $ 87.50 $ 80 $ 92 $ 82. 
25/32” insulating sheathing $120 $125 $140 $130 $130 $135 $140 $140 ; : 
%” gypsum wall $ 52.50 $ 55 $ 55 & 5750 $ 60 $ 47 £0 $ 60 6 
¥,” gypsum sheathing —— $ 65 $ 62.50 $ 65 —— $ 62.50 $ 59 $ 72 $ 72 
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press time 


Price-Cutting Catches Dealers Asleep 


Quality materials, sound pricing, package selling and per- 
sonalized service are good tools against competition. 


“Customers used to call up to give 
an order,” said one Georgia dealer. 
“Now they call up to get prices. They 
want to know if we can meet a price 
offered by a cash-and-carry outlet.” 

“The competition,” observed a Min- 
neapolis dealer, “comes from the stu- 
pidity of retail Jumber dealers, includ- 
ing myself. Materials move in volume 
when business is good, but when it 
slows down the dealer still wants to 
make that high volume in sales. One 
dealer cuts prices. And another says, 
“Why can’t we?’” 

A Salt Lake City dealer added: 

“We get phone calls asking us what 
the price on this or that is. When we 
tell them, they say, ‘We can get it 
cheaper at so-and-so’s.’ ” 

A dealer in Westchester County, 
New York had this to say: 

“We find that more people are 
shopping around than ever before. 
This competition is coming from the 
discount yard and the cash-and-carry 
yard, which won’t stand behind what 
it sells, but tells the buyer that he’s 
getting a good price—so why worry?” 

Competition everywhere. Competi- 
tion across the country, as reflected in 
the comments above, is tougher than 
ever. Cash-and-carry yards, especially 
in the middle west and southeast seem 
to be causing the greatest trouble, but 
there are other factors, too. 

Plywood marts, Sears and “other 
dealers” all combine to help upset the 
normal price structure, dealers com- 
plained. The advantage of selling on 
credit is hurting some yards that fail 
to offer that feature. 

“Outfits selling plywood only are 
taking their toll,” declared Alma G. 
Burton, Burton Lumber and Hardware 
Co., Salt Lake City. “Also the so- 
called drugstores and supermarkets 
are cutting into our builders’ hard- 
ware sales with their cut prices.” 

Competition in the Atlanta, Ga. 
area, according to R. H. Lummus, Sr., 
president, Lummus Sand & Coal Co., 
is coming largely from newly-organ- 
ized cash-and-carry yards. 
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“As the result of stronger competi- 
tion,” said Lummus, “it takes more 
dollars of sales to make a dollar prof- 
it than it did a year ago.” 

Other dealers joined Lummus in 
complaining of the trend toward more 
by-passing—contractors buying at 
dealer prices. Lummus also listed ply- 
wood marts as a competitive factor. 
The only way to make a profit on ply- 
wood, he contended, is to buy in car- 
load lots. 

Wholesalers “go retail.” Another 
Georgia dealer, M. H. Tatum, owner, 
Tatum Lumber Co., Smyrna, said 
there is a definite trend for more 
wholesalers to “go retail” in their 
pricing. He said more retail dealers 
are being by-passed by wholesalers, 
who deal directly with contractors 
who can buy in large quantities, lead- 
ing some retailers to over-buy in an 
attempt to get carload prices to meet 
competition. 

“One of the tough things about los- 
ing customers to the cash-and-carry 


outlets,” said Tatum, “is that generally 
it’s the quick-paying customer who is 
attracted by the cash-and-carry pric- 
es.” 

Non-union labor used by cash-and- 
carry and discount yards has hurt 
some conventional dealers, who have 
been unionized for many years. Un- 
ethical advertising is one form of un- 
fair competition mentioned by C. A. 
Stephan, manager, Peter Lumber Co., 
Philadelphia. 

“A firm will advertise ceiling tile, 
for example, at so much per square 
foot. Then underneath, in smaller 
type, they will list the standard brands 
that are not available at the price list- 
ed. What they unethically leave out is 
that those brands are also available!” 

Several dealers told American 
Lumberman that “other lumber deal- 
ers” are causing them unusual compe- 
tition. Norbert Hellman, Hellman 
Lumber and Mfg. Co., Covington, 
Ky., said there are far more lumber 
dealers in the area than a year ago. 
Clarence Stearns, president, Lockland 
Lumber Co., Cincinnati, felt that price 
cutting by some dealers are hurting 
those trying to hold the price line. 
Mrs. Florence Barnes, manager, Gil- 
lon Lumber Co., San Francisco, feels 
her competition is mainly from other 


Customers “Bird Dog’ Garage Sales 


By using its customers as “bird 
dogs,” Akehurst Lumber Co., Balti- 
more, Md., is racking up many new 
garage sales that they would miss oth- 
erwise. Patrick Akehurst makes it a 
practice to sell one of his garages in 
a new development at slightly above 
cost. 

“We tell the customer he is getting 
a special price because we want him 
to be our sales representative in the 
area,” explains Akehurst. “Also, that 
we want to pay him a commission on 
every lead that results in a sale. We 
will also send prospects to look at his 
garage. Customers gladly agree to our 
terms.” 

In one development, a garage own- 
er recommended five customers with- 
in a month. In addition, Akehurst 





was able to send a large number. of 
his own prospects over to look at the 
one in use. 

Akehurst has only one garage, built 
on a 4 module and retailing at $795 
After the initial down payment, cus- 
tomer maybuy them on a $16.95 
monthly payment plan. 
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From forest to mill to erection site, the integrated logging and 
prefabrication trucking operations of Mission Homes, Inc., 
and Rother Lumber Company employ dependable Mack trucks. 





% ss 


Prefab homebuilders rely on Macks 


One of the Northwest’s largest 
makers of prefabricated buildings 
is Mission Homes, Inc., of Mis- 
soula, Montana, subsidiary of the 
Rother Lumber Company. Their 
operations are completely inte- 
grated—Rother handles the log- 
ging operation, cuts the lumber 
and delivers it to Mission, who 
builds the prefab homes and de- 
livers them to the building sites. 
Mack trucks are used in every 
phase of this integrated operation, 
from hauling the logs to delivering 


the prefabricated buildings to sites 
throughout the Northwest. 

For their specific operating con- 
ditions, Mission and Rother need 
trucks that provide dependable 
service on rough logging roads, yet 
give top performance over steep 
mountain roads and the open high- 
way. They are getting all these 
profit-making bonuses from their 
Macks, with minimum down time 
and low-cost maintenance. 

Give your Mack distributor a 
call. He will be glad to show you 


Circle No. 116 on Handy Cover Card 


how Macks can help you to a more 
profitable construction or logging 
operation. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: 
Mack Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS 


5864 


lumber dealers. Some retailers blamed 
big lumber dealers who can buy in 
quantity for unusually favorable pric- 
es while big dealers blamed the small 
independent, in some cases, for upset- 
ting the price applecart to get atten- 
tion. 

Dealers meet competition. Thrown 
off balance at first by new competi- 
tive factors, some dealers are finding 
new ways to win customers. Service 
and package selling are high on the 
lisé. 

“We find fair treatment and service 
holds customers,” said F. L. Miller. 
president and general manager, Chi- 
cago Lumber Co., Omaha. “I talked 
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with a builder yesterday who told me 
he has to count every piece on the job 
when he buys from certain dealers. A 
good builder is too busy to be sorting 
lumber.” 

C. E. Thompson of the C. E. 
Thompson Lumber Co., Memphis, 
says his good business can be credited 
to excellent service and high quality 
products at a fair price. 

“Our customers have learned to 
bring their troubles to us,” he said. 

Stanley Bishop, president, Building 
Materials Co., Collingswood, N. J., 
said he has stopped trying to compete. 

“We have stopped worrying about 
the other fellow. We know what we 





THIS STAMP MEANS... 
WOOD WITHOUT PROBLEMS! 


WOODLIFE, world’s original water-repellent pre- 
servative, penetrates any species of wood with a blend 
of chemical preservatives carefully developed over three 
decades. WOODLIFE protects against 


Moisture 


i Decay 


j~ Termites 


These natural enemies of wood are stopped before 
they begin. Warping, checking, splitting, grain-raising, 
surface-checking, stain, decay and discoloration are no 


longer problems. 


That’s why so much of the millwork, flooring, siding 
and roof-decking now used is already treated with 


WOODLIFE! 


WOODLIFE FOR THE JOBSITE, TOO! 


WOODLIFE on the jobsite to protect 
freshly-cut ends of treated wood — re- 
stores old wood surfaces for paintability 
on moderization jobs — protects any 
stored or erected wood against weather 


damage. 


Made by the manufacturers of P.A.R. — THE water-repellent finish. 


PROTECTION PRODUCTS MANUFACTURING COMPANY 


k 
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should charge and go ahead and 
charge it. We know what percent of 
profit we have to get to meet our ex- 
penses and we charge accordingly. 
“We fix a price and don’t go any 
lower than that,” he added. “This 
price is the same for every contractor. 
Under this policy we did more busi- 
ness last year than we did in 1957 
when we tried to meet competition. 
We find that by selling only top-grade 
lumber we can get the price we ask. 


Package selling. Two Lubbock, 
Tex. dealers are using package sales to 
offset sharp competition. Mark Hail- 
ey, vice-president, Forrest Lumber 
Co., says his firm is offering packaged 
jobs and more service and a wider 
range of merchandise than the com- 
petition. Henry W. Buell, manager, C. 
D. Shamburger Lumber Co., tries to 
take his firm out of competition with 
a home construction program. 

In South San Francisco, Frank 
Watson, vice-president, South City 
Lumber & Supply Co., said he is 
working directly with the homeowner 
rather than the contractor when pos- 
sible. 

Mrs. Carl Brady, treasurer, Gilcher 
Lumber, Inc., Barberton, Ohio, point- 
ed out that many people are getting 
tired of driving to cash-and-carry 
yards and hauling their own material. 
She has used the firm’s special mill- 
work facilities to get some customers 
back. 


Other service features. A weekly 
dinner meeting is held by Sidney Bull- 
er, owner, Buller Lumber in Alvin, 
Tex. Some 30-40 builders and painters 
listen to a manufacturers’ representa- 
tive describe and demonstrate a new 
product and discuss local building 
problems. 

Free delivery for any size order is 
offered by Joseph Tague, vice-presi- 
dent, James E. Tague & Co., Inc., 
Philadelphia. Peter Lumber Co., also 
Philadelphia, has started a revolving 
credit plan in addition to its 90-day 
three-payment plan and its 36-month 
credit plan. 

New service for the do-it-yourself 
customer by modernizing its retail 
store is planned this year by the 
Heights Lumber Co., Houston, says 
assistant manager F. C. Kreek. A re- 
vised pricing schedule, reports Wil- 
liam Alf, has helped his business in 
Evendale, Ohio. 

Providing personalized service has 
helped his business, says Albert J. 
Hussar, office manager, Pfister Coal 
and Lumber Co., White Plains, N. Y. 

“For example, we'll recommend a 
contractor as being reliable. The con- 
tractor quotes a price and the buyer 
thinks its high and wants to go to 
someone who’s cheaper. We ask the 
customer if his preferred contractor is 
insured for everything. We've had 
cases where a customer got into trou- 
ble with an uninsured contractor.” 
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Smart Dealers Know... 


“What makes money 
for my builders 





makes money for ME! 


XS Lenofire UNIT 


— Less to do from hearth 
to flue! Benefire is the 
complete form — with 
tight-seal throat damp- 
er, combustion cham- 
ber, down-draft shelf 
and “Ductops’’ built 
right into the form. 
Square shape simplifies 
brick-laying, saves up 
to a ton of masonry per 
job. Guaranteed not to 
smoke. 


B e UNIVERSAL 
\ DAMPER 





...and in fireplace equipment 
that means BENNETT! 


The complete Bennett line offers the extra values 





20 years of practical experi- 
ence in designing dampers 
for unusual fireplaces guar- 
antees the performance of 
the Beneform Universal 
Damper. Engineered to 
provide lower construction 
costs and smoke-free oper- 
ation of projecting corner 
fireplaces, 2-sided, 3-sided 
—all unusual openings. No 
lintel bars needed — all- 
around flange carries any 
masonry load. 





BENNETT 
DEEP THROAT DAMPER 


Makes the mason’s work 
easier — because it’s sized 
and shaped for standard 
brick — saves cutting and 
fitting. 10” deep throat as- 
sures good draft — inter- 
locking closure with full 
overlap ends prevents heat 
loss and cold down-drafts. 
Rotary or poker control. 








SWEEPIT 


ee 


ASH DUMP 


CLEAN-OUT DOORS 


BENNETT ACCESSORIES 


Bennett makes everything 
for every size or type of 
fireplace. Ash dumps, 
cleanout doors, lintel bars, 
corner supports, grates, 
grilles, log dogs — if it’s 
for the fireplace Bennett 
has it. And you can depend 
upon Bennett for the best! 
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to your builders that mean extra profits for you. 
Compare Benefire units against any competition 
— check the entire Bennett line, point by point, 
and you'll see why masons and builders every- 
where are switching to Bennett. It’s the only com- 
plete line in the fireplace field — a single depend- 
able source that permits you to combine orders to 
earn the bigger discounts and freight savings that 
produce higher profits! 


See your Bennett representative — or write us for 
complete information .. . 


Double your profits 


Every fireplace you sell 
needs famous Flex- 
screen spark curtains, 
andirons, firesets, other 
decorative accessories. 
Sell the complete order 
—and get your share 
of this high-margin 
business! Write for free 
catalog, prices and sales 
aids. Address 259 Pine 
St. 





BENNETT 


IRELAND. INC. 
4 
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“Care-free’ Homebuilders Claim 
Fraud; Sue Alcoa for $1 Million 


Contractors made their own cost estimates, replies Alcoa; 
eight of 22 builders claim damages. 


Eight contractors have filed a mil- 
lion-dollar suit in Minneapolis federal 
district court against the Aluminum 
Company of America, charging fraud- 
ulent misrepresentation in inducing 
them to build model homes which cost 
far in excess of the original estimates. 

The particular house involved is the 
publicized Alcoa Care-Free model. 
The suing contractors claim they were 
told these houses would cost $32,000 
—$34,000 to build and could be sold 
for a $16,000 profit. Actually, the 
houses cost double Alcoa’s estimate, 
the contractors claim. 

Commenting on the suit, William S. 
Ellis, Alcoa’s manager of residential 
sales, said: 

“It is interesting to note that 14 of 
the 22 builders who agreed to con- 
struct the 1957 homes are not parties 
to this lawsuit.” 

Ellis said that 22 contractors in 21 
cities agreed to build Alcoa’s alumi- 
num house on their own land at their 
own expense for public showing dur- 
ing the fall of 1957. 

“These were experienced builders 


who based their decision to build on 
their own cost estimates,” Ellis said. 
“They knew that Alcoa was not in the 
home construction business or in the 
business of selling homes. 

“Bight of the 22 now charge in 
identical language that they were in- 
duced to go into this program by 
fraudulent misrepresentation. Alcoa 
denies these charges most emphatical- 
ly. Court proceedings will exonerate 
the company from liability for losses 
allegedly incurred by the builders.” 

Promoted aluminum in_ building. 
Widely publicized, the Alcoa Care- 
free Home program was announced 
in January, 1957 as a research and 
market development effort to accel- 
erate aluminum use in the home build- 
ing field. Aluminum applications de- 
veloped for this project have since be- 
come widely adopted (see American 
Lumberman, Sept. 1, 1958). 


The contractors involved in the suit 


are located at Minneapolis, Minn.; 
Alexandria, Va.; Miami, Fla.; Ro- 
chester, N. Y.; Cleveland, Ohio; 
Grand Rapids, Mich.; Toledo, Ohio; 
and Richmond, Va. 








Home-Made Burglar Alarm 
Traps Thieves—Twice 


Burglars in Houston (Tex.) are 
cursing lumberman Phillip O’Don- 
nell’s do-it-yourself project, an in- 
tercom system between home and 
office which has trapped them on 
two occasions. 

O'Donnell, 43-year-old co-owner 
of the O'Donnell Brothers lum- 
beryard, said he got tired of being 
robbed. He rigged an intercom sys- 
tem between his home and office, 
nearly a mile away. 

Early one recent morning, the 
intercom box began making strange 
noises. O'Donnell jumped out of 
bed, grabbed a shotgun and hur- 
ried to the lumberyard, where he 
caught two men and held them 
until police came. O’Donnell said 
he caught another pair of would- 
be burglars about six months ago 
by the same method. 
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NEW SEAL to be used by 19 major man- 
ufacturer members of the Sliding Glass 
Door & Window Institute. The group re- 
cently opened a research and test facil- 
ity at Santa Maria, Calif. 


11 Carpenters Say Lumber Dealer 
Responsible for Firing Them 


Claiming they were fired when they 
refused to cross a picket line at the 
new home lumberman Paul Crawford 
was building for himself, eleven car- 
penters have filed an unfair labor prac- 
tice charge against the Crawford Lum- 
ber Co., Akron. 

Crawford, president of the com- 
pany, denied the charge filed with the 
National Relations Board by the Car- 
penters District Council. He said the 
11 carpenters quit when he refused to 
pay the union wage scale. 

He said he gave the same answer 
to state officials when the carpenters 
applied for unemployment compensa- 
tion. Consequently, their request was 
turned down. 
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Dealers Invited to Work on 
Southern Pine Grading Rules 

Brady Belcher, chairman of the 
Southern Pine Inspection Bureau, has 
extended an invitation to the National 
Retail Lumber Dealers Association to 
appoint a committee of retailers to 
work within the SPIB on proposed 
changes of Southern Pine grading 
rules. 


BRINGS OUTDOORS INTO THE HOME—-This house near Lake Erie in Sandusky, 
Ohio, uses two sections of roof overhang of Structoglass fiberglass reinforced panels 
as integral parts of roof. The translucent material transmits daylight into family room 
on one side, bedroom on the other side. Sandusky Lumber & Supply Co. sold the 
fiberglass material. (Other new outdoor living ideas shown in New Products section, 
elsewhere in this issue.) 
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Most Lumberyards Want to Sell 
Ceramic Tile, Survey Reveals 


Sixteen percent of the readers of 
American Lumberman are now sell- 
ing ceramic tile, according to a sur- 
vey just released by the marketing 
department of this magazine. 

Of those dealers not now selling 
ceramic tile, 51% said they plan to 
sell it in the future. 

Dealer sales volume on the tile 
ranged from $50 to $4,500. Most deal- 
ers appear to be averaging $400-$500 


National Wood Promotion 
Gets Underway This Month 

Five full-page advertisements 
showing the advantages of wood will 
appear in LIFE magazine starting this 
month, part of the National Wood 
Promotion Program sponsored by 
the National Lumber Manufacturers 
Association. 

“Live, Work, Build Better with 
Wood” is the theme of the campaign, 
according to A. B. Hood, chairman 
of the program. 

A new “woodmark” shown above 
will be used in lumber mill advertis- 
ing. Initials in upper left will be 
changed for each member association 
of the NLMA. 

Glen W. Simon, former assistant 
secretary of the Middle Atlantic Lum- 
bermen’s Association, has been ap- 
pointed manager of merchandising 
and promotion for the wood cam- 


paign. 


HOUSE FOR TOT-LOT presented by vice- 
president Frederick K. Henrich, Henrich 
Lumber Co., Buffalo, N. Y., to the Neigh- 
borhood House Association wins an im- 
mediate tryout by its tiny new owners. 
The lumber firm is helping the associa- 
tion equip a tot-lot for some 250 chil- 
dren. 


monthly in sales. 

More than half of the dealers find 
no special difficulties with installa- 
tion. 

Contractors and builders account 
for 61% of all lumberyard sales for 
the ceramic tile; with 39% sold to 
the do-it-yourself trade. 

Asked if they believed the product 
has potential in the rural market, 
70% of the dealers said yes. 


Amended Plywood Standards 
Up for Buyers’ Consideration 

Proposed changes in commercial 
standards affecting fir plywoods were 
released by the U. S. Department of 
Commerce last month. Trade buyers 
were asked to go on record in behalf of 
the amendments; those accepting will 
be named in the government printing 
of the standards. 

The changes are included in two 
amendments proposed by fir plywood 
manufacturers last fall (American 
Lumberman, Nov. 24, 1958, page 20). 

The amendments will do three 
things, according to A. W. Agnew, 
president of the Douglas Fir Plywood 
Association. 

“They will result in a more durable 
glueline in interior type fir plywood by 
stiffening testing and sampling pro- 
cedures, they will control the degree of 
white pocket admitted in plywood with 
clearly defined grading rules (white 
pocket is a fungus which attacks old 
growth timber; the fungus dies when 
the veneer is dried). Third, they will 
require that an independent testing 
agency certify the quality of fir ply- 
wood sold to meet the requirements of 
CS45-55.” 

Agnew said the combined effect of 


the amendments will be an improve- 
ment in the overall quality of the in- 
dustry’s output. 

“Producers accounting for over 
70% of production support the pro- 
posed amendments,” Agnew said. 
Many trade buyers are said to support 
this view. 





MATS AND SIGNS on Lu-Re-Co (Lumber 
Dealers Research Council) component 
homes are shown in new book on adver- 
tising and public relations published by 
LDRC. 


Dealer Sales Library 

A new five-volume Sales and Mer- 
chandising Library has been published 
for dealers by the Lumber Dealers 
Research Council. 

Marketing, salesmanship, model 
home promotion, advertising and pub- 
lic relations and “The Lu-Re-Co 
Story” are the basic subjects of the 
booklets. Everything from conducting 
market research in local areas to pre- 
paration of television scripts is cov- 
ered. 

Site selection and house placement 
with landscaping are also discussed. 

The five-volume set costs $19.50, 
with discounts on purchases of two or 
more sets. Write Lumber Dealers Re- 
search Council, Suite 302, Ring Build- 
ing, 18th and M Streets, Washington 6, 
DB. ¢, 


NRLDA Drops PR Chief; Brown Resigns 


Acting on the first of several rec- 
ommendations made in the Cresap 
management report to the National 
Retail Lumber Dealers Association, 
the NRLDA has parted company with 
E. B. (Boo) Wilson, who handled their 
public relations for several years. 

The Cresap study, an exclusive 
American Lumberman report (Dec. 
8th issue), suggested that an outside 
public relations firm be retained. A 
replacement for Wilson has not been 
announced. 

Robert B. Brown, resigned last 
month as NRLDA materials handling 
director. He is now a special repre- 
sentative for Yale & Towne Manufac- 
turing Co., materials handling divi- 
sion. Brown said that he will concen- 
trate on the lumber industry for Yale 
& Towne from Virginia to Texas. 
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The future of NRLDA’s materials 
handling activities has not been re- 
vealed. No successor to Brown has 
been named. 

The Cresap report suggested that 
more attention be given to dealer con- 
sultation services by NRLDA. Mem- 
bers of the 1958 materials handling 
committee told American Lumber- 
man that this means less attention to 
the unit-shipment program. 

Brown organized and conducted 
the industry-wide unitized lumber pro- 
gram in which dealers, mills and 
wholesalers cooperated in the test 
shipping of unitized lumber and other 
building materials. 

(A report on unit shipments from 
mills is published elsewhere in this is- 
sue.) 
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FULL-TIME CARPENTER and two assistants in rush periods fab- 
ricate portable buildings in this heated shop. 





Ready - Built 
PORTABLE 
BUILDIN GS 





SEASCHAL OR 
FARM TERM 
FINANCING 
AVAILABLE 











Remember... 
Quality is Important! 


SPECIAL FEATURES 


@ PRESSURE TREATED SKIDSWEILL. NOT ROT OUT! 
®@ SPECIAL PULL CLEVICES ON EACH BUILDING 

© NO. 1 DIMENSION LUMBER USED THROUGHOUT 
© GOOD SOLID 2-1NCH PLANK FLOORS 

@ CLEAR RED CEDAR SIDING 


© DOUBLE COVERAGE LOCK-DOWN SHINGLES Will not blow 
otf 


© ALL BUILDINGS PAINTED Many Designs Te Choose From. 


WE DELIVER TO YOUR FARM 


Building, Constructed To Your Needs and Specifications 


Anamosa Lumber Co 


Clyde Wilson, Mer Anamona 








QUALITY FEATURES and delivery are 
emphasized in display ad, which dovu- 
bles as a direct mail piece. 





PORTABLE HOG HOUSE fabricated by Anamosa (lowa) Lum- 
ber Co. is shown prospect by manager Clyde Wilson, left. 


Early Demand for Farm Structures 


lowa dealer adds two carpenters to fill winter orders for 


portable buildings. 


Demand for portable farm build- 
ings started early this year at the Ana- 
mosa (Iowa) Lumber Co., according 
to manager Clyde Wilson. 

Although these buildings are sold 
the year round, Wilson says that the 
big demand, which usually comes in 
March, started in January this year. 
Wilson has added two carpenters on 
an hourly basis to avoid losing sales. 

Last year Anamosa Lumber sold 
50-60 portable hog houses. Two other 
popular farm buildings are feed bunks 
and graineries. A heated shop makes 
winter building no problem. A flat-bed 
truck is used for deliveries within a 
25-mile area. Most of the sales are 
for cash. 

“Yesterday,” for example, we sold 
four portable hog houses—all for 
cash,” Wilson said. 

Anamosa’s most popular portable 
building is the four-pen 12’x14’ hog 
house, built according to an lowa 
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TOOL AIDS AND TIPS— 
“Miss Wen" shares 1959 
power tool promotion aids 
for dealers from Wen Prod- 
ucts, Chicago. Do-it-your- 
self booklets and co-op ad- 
vertising are included in 
the plan, together with tips 
to dealers on how to use the 
aids. Merchandising pack- 
age comes free with $55 
tool order. 





aie Sen. 
EASY MOBILITY is possible with two 


clevices (circled) bolted to wood- 
treated skids. 


State College Extension Service Plan. 
It takes one carpenter four days to 
complete one of these buildings. 

One popular feature is the two per- 
manent clevices, attached to the wood- 
treated skids, which make it easily 
possible to move the buildings to vari- 
ous areas of the farm. 

Carpenters and former customers 
bring in new business, but newspaper 
display advertising and direct mail 
are used, too. A direct mail piece re- 
production of a newspaper ad similar 
to the one reproducted on this page 
was mailed 1,000 farmers recently. 


Recession-Proof 

While sale of most consumer dura- 
bles fell in 1958, sales of home work- 
shops made by Rockwell Manufactur- 
ing Co.’s Delta Power Tool Division 
rose 10%, according to F. P. Maxwell, 
vice-president. 

It’s been proved in our industry— 
which was born during the depression 
years to serve people who had to do 
it themselves—there is no such thing 
as bad times,” Maxwell said. 
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Weyerhaeuser 4-Square 


IDAHO WHITE PINE 
AGAIN IS PLENTIFUL 
in Sterling and Standard Grades 


@ Retail Lumber Dealers receive this news 
with great enthusiasm . . . Weyerhaeuser 
4-Square Idaho White Pine is again readily 
available in Sterling and Standard grades. 
Because it ideally serves many uses, posses- 
ses enduring beauty, and is easy to work, 
builders and owners recognize the superior 
qualities of this fine species. 


The grades indicated above are ideal for 
paneling, interior and exterior trim, cabi- 
nets, built-ins, boards and battens, and for 
scores of other uses. That is the reason dealers 
are glad to know they can again maintain 
regular inventories of this favored species. 





Weyerhaeuser | 4-SQUARE 











LUMBER AND BUILDING PRODUCTS 


IDAHO WHITE PINE 
THE Callos | oadorL FOR YOUR YARD 


Professionals and weekend carpenters alike enjoy 
working with Idaho White Pine. It saws easily 
and sands quickly to a smooth finish, nails well, 
and takes stains and paints beautifully. 


Because of its enviable reputation, dealers who 
stock Weyerhaeuser 4-Square Idaho White Pine 
confidently offer this lumber for a broad range of 
needs. It is the fine species that has always deliv- 
ered extra building and decorative values for 
which white pine has been famous for genera- 
tions. Your builder customers rely on it as their 
preferred multi-purpose lumber. 


Your Weyerhaeuser District Representative 
will be glad to inform you as to the many de- 

“asutton, sirable Idaho White Pine items 
aR: z which are readily available in Ster- 
‘w=sgy' ling and Standard grades. 


Weyerhaeuser Sales Company 
FIRST NATIONAL BANK BUILDING « ST. PAUL 1, MINNESOTA 
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FAIR PRICES » 
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COMPLETE BUILDING 
ONE STOP SE 


Jumps from “Shoe-String’ Setup 
To $500,000 in Annual Sales 


“We do a lot of home remodeling 
and the only phases subcontracted are 
our brick, painting and _ electrical 
work,” says owner D. W. Segars, Se- 
gars Bros. Building Supply, Bessemer, 
Ala. The firm has roofing, heating, 
plumbing and carpentry licenses and 
it maintains two crews each of car- 
penters, roofers and sheet metal men. 

It was just nine years ago that Se- 
gars began operating his business from 
his home “on a shoestring.” Today, 
his one-stop yard (photo above) car- 
ries a complete line of building sup- 
plies and has annual gross sales 
amounting to $500,000. Segars cred- 


its his firm’s rapid growth to a design 
and financing service, which he fur- 
nishes in addition to building materials 
and contracting work. 

“Our customers want a package job 
and they want an overall price for it, 
whether it is an added room, a mod- 
ernized basement or a planned kitch- 
en,” Segars says. “We make the draw- 
ing, figure the cost, quote the price, 
furnish the materials and do the work. 
We will also finance the job.” 

Sell the remodeling job as a pack- 
age, advises Segars, and you will sell 
the customer. 


Store-Warehouse for Waterbury Dealer 


Crippled by both fire and floods 
within the last four years, J. E. Smith 
and Co., 62-year-old Waterbury, 
Conn. firm, has just consolidated their 
operation in three new buildings in 
a new location. 

Store, offices, cabinet shop and 
millwork warehouse is located in a 
23,000 square foot structure of cinder 
block and cream-colored brick facing. 
Two separate warehouses have a total 
of 38,000 square feet of storage space. 
The smaller warehouse has 2,500 
square feet of space for masonry ma- 
terials. Loading is by a truckbed-high 
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platform with a concrete ramp for 
lift trucks and other vehicles. 

The larger warehouse (132’x24’) 
with a 35’ ceiling has a capacity of 
500,000 square feet of rough and 
framing lumber. On the east side of 
the structure is a canopy-type shed 
for storing lumber formerly left out- 
side; on the west side is an open two- 
deck lumber shed. 

There is a parking lot for 80 cars 
with an enclosed loading platform for 
customer vehicles. The new buildings 
are fire-protected with ceiling sprink- 
lers. 


Style More Important 
Than Price? 

Some 2,700 home-buying families 
told a New York agency in a home- 
buyer survey that price isn’t so im- 
portant. 

Style, layout, size and location of 
a house are more important, they told 
Batten, Barton, Durstine & Osborn 
surveyers. 

The survey disclosed that builder 
salesmen were relatively unimportant 
in making decisions to purchase. Brand 
identification, decorated interiors and 
product display areas all were con- 
sidered more helpful to prospects than 
builder salesmen. 

From 37% to 46% of all consum- 
ers interviewed said that brand names 
of insulation, flooring and structural 
material were of vital interest to them 
in evaluating homes they would con- 
sider buying or building. This com- 
pares with a high 71% who regarded 
brands of kitchen appliances as im- 
portant. 


Finalists for ‘‘Retailer 
Of the Year’’ Competition 


Twenty dealers in the building ma- 
terials category are finalists in the 
“Brand Name _ Retailer-of-the-Year” 
competition, sponsored by Brand 
Names Foundation. In March they 
will submit presentations of their 1958 
brand advertising, sales training and 
promotions, from which top winners 
will be selected. 

The finalists are: 


A AA Lumber Co., Waco, Texas 
A. Boilard Sons, Inc., Indiana Orchard, Mass. 
The Building Materials Center, Inc., Pueblo, 


Colo. 
D. F. Calkins Lumber Co. Inc., Sanborn, N.Y. 
Carolina Lumber Co., Jacksonville, Fla. 
C. C. Frost Co., Woodstock, Vt. 
L. Grossman Sons, Inc., Quincy, Mass. 
Herring-Price Lumber Co., Laredo, Texas 
John Hinckley & Son Co., Hyannis, Mass. 
Hodges Lumber Corp. Roanoke, Va. 
Klipstine Lumber & Supply Co., Sidney, Ohio 
Lumberteria, Inc., Cincinnati, Ohio 
Meadowbrook Lumber Corp., Bellmore, N.Y. 
J. Neils Lumber Co., Libby, Mont. 
The Plywood Center, Richmond, Va. 
The Plywood Mart, Inc., East Providence, R.I. 
Progress Lumber, Redwood City, Calif. 
Richards & Krueger Co., New Braunfels, 


Texas 

a. ~ Saae Lumber Co., Ltd., Chula Vista, 
alif. 

West Durham Lumber Co., Durham, N.C. 


Not Enough Model Home 
Signs, Dealer Says 

More manufacturers should provide 
special kits for model homes, accord- 
ing to J. E. Kammath, vice-president 
of Joyce Lumber Co., Omaha, Neb. 

“When a prospect asks questions at 
a model home, he often draws a lot 
of blank looks. People who staff a 
model home often are not acquainted 
with what’s in it,” Kammath said. 

In some smaller towns where Joyce 
yards help sponsor model homes, the 
problem is not so acute because sub- 
contractors are persuaded to man the 
models and they can answer the tech- 
nical questions. 

Kammath made the suggestion in a 
study by American Lumberman on 
model home activity. 
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DEALERS: 


The New Wareco Awning window increases 
your profit . . . lets you meet competition 
successfully. 


*x The economy-priced Wareco comes to you 
factory-cartoned, glazed and complete with screens, 
if you desire. 


* Saves extra packing costs for reshipment or 
local deliveries. 


* Reduces warehouse handling and inventory 
problems. 


* You make higher unit sales, more profit. 


FACTORY 
DISTRIBUTION 
POINTS 


to back you up with fast delivery, 








WareR ite and 
Ware Awning 


Econ 0 Ware 
con 0 Walt Awning 
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Proyected 


NEW 
WARE 


awning window 


combines quality with 
Surprising economy! 


YOU CAN OFFER BUILDERS: 


* Protection against damage in transit and on 
the job-site. 

* A glazed unit which has more sales appeal— 
assures quality standards, and eliminates expen- 
sive field glazing. 

* Economy-pricing plus QUALITY FEATURES 
proven by 12 years’ experience manufacturing 
aluminum awning windows. 

* Meets all AWMA and FHA specs. 


* Factory cleaned, etched and lacquered without 
extra cost. 

* Structural strength. Minimum ventilator depth 
is 1’, frame depth 1%’. 


SEND COUPON TODAY for complete details 


eae mre oi 


Dept. AL-2 
WARE LABORATORIES, Inc. 
3700 N.W. 25th St., Miami, Fla. 


Please rush me facts on the new WARECO 
Aluminum Awning Window. 


Name............ 
Company............. 


Street....... 


Casements 


City 


Circle No. 51 on Handy Cover Card 





HIPShow Exhibits Point 
Toward the Lumber Dealer 


New York's big Home Improvement Products Show is attracting 


more lumbermen. Over 200 exhibitors show plastics, glass, 
screening and other materials, aside from aluminum specialties. 


Responsible people in the metal 
building specialties industry have been 
trying to throw off the “suede shoe” 
distribution label for years. 

One sign that their efforts are suc- 
ceeding was the third annual Home Im- 
provement Products Show which closed 
10 days ago at the New York City 
Coliseum. Show officials claimed 15,- 
000 visitors. 

Specialty applicators, remodeling con- 
tractors and local window fabricators 
comprised the largest segment of visi- 
tors, as in previous shows. 

This year there was a definite scatter- 
ing of lumber and building materials 
dealers and department store buyers 
jamming the aisles. 

For instance, Harrel V. Pack of Old 
Salem Builders Supply, Winston Salem, 
N. C. said: 

“I’m here to get some new improve- 
ment lines. That’s the market I want.” 

Hy Adler of Adler Lumber Co., 
Middletown, N. J., said he was “shop- 
ping for profitable home improvement 
items” for his one-stop business. 

What’s in a name? The annual HIP- 
Show, as it is called, is sponsored by a 
group of metal product producers, who 
manufacture primarily aluminum storm 
windows and doors and metal awnings. 

But the 200 exhibitors at this year’s 
show, including many plastics as well 
as aluminum companies, had 61 more 


38 


exhibits and 87 more booths than in 
1958. 

Show officials told American Lum- 
berman that their aim is to exhibit 
every building and specialty item, which 
is used in home improvements includ- 
ing do-it-yourself materials. 

Typical of the variety of products 
was a do-it-yourself ceramic tile pro- 
duced by David L. Moss Co., New 
York City. Another was plastic storage 
units by Robert A. Schless Co. Both of 
these products are getting good play 
from lumberyards, according to com- 
pany spokesmen. 

Lineal marketing. Of special interest 
to visiting building material distributors 
and dealers were “lineal” distribution 
plans of several aluminum extruders. 

In a lineal plan, local lumberyards 
buy or lease saws, dies and other equip- 
ment to fabricate aluminum storm 
windows and doors in their own shops. 
In this way, dealers gain fabrication 
profits as well as the profits from sale 
of the specialty products. Dealers buy 
the aluminum “‘lineals” from com- 
panies which have extrusion presses. 

Wally Friedman, Capitol Products 
Corp., Mechanicsburg, Penna., said 
that his company provides lumberyards 
and building materials dealers with a 
complete merchandising program for 
aluminum storm sash fabrication. Many 


lumberyards already sell Capitol’s lines 
of aluminum products, he said. 

Other companies which announced 
lineal plans for lumberyards at the 
show included Air Master Corp., Phila- 
delphia; Corson Industries, Phila- 
delphia; Excelum Aluminum Products 
Corp., Garden City Park, N. Y. and 
Seasonmaster Inc., Westbury, N. Y. 

Ben Nathanson of Excelum Alumi- 
num Products Corp. said that a dealer 
can become an aluminum combination 
window manufacturer for an invest- 
ment as low as $5,000, including saws 
and dies. 

Machinery for metal fabrication by 
dealers was exhibited by the LeTarte 
Co., East Detroit, Mich. and Wendel 
Manufacturing Co., Johnstown, Penna. 
Information on this equipment, to- 
gether with details on lineal distribution 
for lumberyards, will be featured in a 
forthcoming issue of American Lum- 
berman. 

Hastings (Mich.) Aluminum Prod- 
ucts, Inc., and U. S. Aluminum Sid- 
ing Corp., Franklin Park, Iil., an- 
nounced new and improved alumi- 
num siding lines for lumberyard dis- 
tribution. Winstrom Manufacturing Co., 
Jamaica, N. Y. and Textron Metals, 
Girard, Ohio, announced new alumi- 
num combination lines for lumber- 
yards. 

Big market. Visitors to the HIPShow 
were told that the home improvement 
market today represents some $20 mil- 
lion in sales. 

Robert Pomerance, director of the 
HIPShow, predicted that in two years 
the do-it-yourself market will be 10 
times its present size. The expansion of 
his show to include do-it-yourself mer- 
chandise will make it valuable to lum- 
ber and building materials dealers, who 
cater to the handyman trade. 

Herbert Richheimer, a prominent 
home improvement dealer in Hicksville, 
N. Y., whose $2 million annual sales 
was described in this magazine last 
year, told a show seminar that he oper- 
ates on a 30% gross profit with a 5% 
net. Richheimer was featured in The 
Saturday Evening Post \ast month. His 
specialty is expansion of tract houses 
on Long Island. 

David E. Winnick, executive director 
of the Home Improvement Products As- 
sociation, predicted that many present 
companies engaged in home improve- 
ment would not share in the coming 
boom for the industry. 

Because of financing and manage- 
ment failure, one-third of the present 
home improvement retailers and a 
quarter of the present home improve- 
ment product manufacturers would be 
out of business by 1968, he believes. 

The recently adopted Standards and 
Specifications program of the Storm 
Window Institute will upgrade metal 
home improvement products to attract 
reputable, financially-sound dealers such 
as lumberyards, Winnick said. 

A few of the products exhibited at 
the 1959 HIPShow are described in the 
New Products section of this issue. 
Others will be shown in forthcoming 
issues of American Lumberman. 
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Now available: double-hung windows 


glazed with L-O- F Shermopane® 


A special Thermopane insulating glass — made with single-strength 
sheet glass — is ready for the big building year. Because the two panes 
are slightly thinner than those used in any previous Thermopane unit, 
this new product is practical for double-hung sash. 

Windows glazed with GlasSeal® Thermopane will increase your 
profits and make it easier to sell insulating glass for the entire house. 
Builders know that L-O-F Thermopane is a house-selling feature for 
it’s been nationally advertised for 15 years. 


a Great Name in Glaso 


Made solely in the U.S. A. by 
LIBBEY -OWENS:FORD «+ TOLEDO 3, OHIO 


INSULATING 
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LDRC Needs More Members and Money, 
Finds Cresap Management Study 


How to widen research horizon, gain more support suggested 
in report on Lumber Dealers Research Council. 


(See American Lumberman, Dec. 8th is- 
sue, for an exclusive and detailed report 
on the Cresap management study of the 
National Retail Lumber Dealers Asso- 
ciation, ) 


Prompt action should be taken to 
expand both the membership and rev- 
enue of the Lumber Dealers Research 
Council, according to a management 
study by Cresap, McCormick and 
Paget. 

Praising the “dynamic leadership by 
a group of key dealers who are dedi- 
cated to the success of the Council,” 
the report noted numerous weak- 
nesses based largely on lack of mem- 
bers and funds. 

High praise was given the executive 
vice-president and research director 
(Raymon H. Harrell) for his “overall 
handling of the varied duties which 
devolve largely upon him as a one- 
man staff.” 

Among the recommendations made 
by the management firm were these: 


MEMBERSHIP—Increased = mail 
and personal solicitation with addi- 
tional printed materials to support the 
effort. Both written and personal con- 
tacts with managing officers of fed- 
erated associations. 


STAFF ADDITIONS—General as- 
sistant, who would free executive 
vice-president from routine part of 
his job; executive assistant to head 
up membership activities; director of 
research when warranted by LDRC’s 
growth, also an office manager at 
that time. 


NEW OFFICE SITE— Smaller, 
more accessible city or town than 
Washington, D. C., providing closer 
association with research facilities 
and atmosphere more conducive to 
peak research performance. 


NRLDA TIE—Continue as separ- 
ate organization, but with close work- 
ing relationship with NRLDA. 


RESEARCH ACTIVITIES— 
Should be narrowed to technological 
considerations. Should exclude any re- 
search into the operation of retail 
lumberyards. Research by NRLDA 
and LDRC should complement and 
supplement each other, not overlap if 
avoidable. 


SELECTING PROJECTS—Should 
be screened according to following 
criteria: appropriateness, need, value 
to dealer, cost; personnel and admin- 
istration; uniqueness and conformity 
with long-range plan; risk; promulga- 
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tion of findings; franchise or other 
resulting income. 

TAP MANUFACTURERS — In- 
crease effort to attract financial sup- 
port from manufacturers on a project 
basis, since “it is believed that sub- 
stantial funds can be attracted and 
used in a way which would benefit 
both manufacturers of building ma- 
terials, appliances and equipment as 
well as the LDRC and its dealer 
members.” 

The report noted that LDRC lacks 
a long-range plan for future develop- 
ment and recommended a 3-5 year 
program. By concentrating on Lu-Re- 
Co and component construction, 
LDRC has restricted the value of 
technological research. It was pointed 
out that in areas like Florida or Ari- 
zona frame construction has little in- 
terest to the lumber dealer. 

In addition, further research ideas 
or development of the component sys- 
tem are needed to interest dealers 


who feel that LDRC research has not 
been helpful enough to cause them to 
adopt or use the Lu-Re-Co system. 
Research has also been largely lim- 
ited, the report said, to projects that 
produce items or services that can be 
franchised to produce income to the 
exclusion of other worthy projects. 


Dealers purchasing a _ Lu-Re-Co 
franchise automatically become a 
member of LDRC for a year. Mem- 
bership in LDRC as of November, 
1958 totaled 723; a total of 127 new 
members were added in the last fiscal 
year through the purchase of Lu-Re-Co 
franchises. LDRC’s income for year 
ending September 30, 1957 was $52,- 
000 of which $40,000 came from 
dues. 

A serious hindrance to the effec- 
tiveness of LDRC has been the lack 
of time and funds to publicize its 
findings in enough places, stated the 
report. Consequently, many dealers 
and association officers are unaware 
or unimpressed with the value of Lu- 
Re-Co and LDRC. 


Although LDRC has the good will 
of the managing officers of the fed- 
erated associations, it will be some 
time, said the management firm, be- 
fore this good will can be translated 
into tangible support. A questionnaire 
revealed most association officers 
quite ignorant of LDRC’s purpose. 


These Gimmicks Help Dealers 
Ring Up More Pre-Easter Sales 


A little showmanship by Minnesota 
yards during the Lenten season has 
paid sales dividends and built good 
will. 

Scherer Bros. Lumber Co., Min- 
neapolis, has encouraged housewives 
to insert items they would like to sell, 
swap or giveaway in its mewspaper 
advertising. Free mentions of old 
clothes, fishing tackle and guns are 
interspersed with items about pre- 
Easter bargains in building materials 
offered by the firm. It’s also a good 
way to add names to its mailing list, 
Scherer finds. 

Another Minneapolis yard, Walker 
Lumber Co., is offering a dozen East- 
er hams for the 12 best letters written 
by customers on “Why I Like to 
Trade at Walker’s.” The prize-winning 
letters will be used later in the firm’s 
newspaper advertising, also displayed 
in its store windows. 

Lyman Lumber Co., Wayzata, is 
offering $1 apiece for short com- 
ments by housewives on “Things | 
Wish My Husband Would Do to Fix 
Up the House,” Pleas to husbands to 
fix the garage, put on screen doors 
and patch walls are included in the 
firm’s newspaper advertising, plus 


quotations on materials the dealer has 
in stock which might dovetail with 
the housewives’ wishes. 

Lumber Stores, Inc., Saint Louis 
Park, will have an Easter Bunny in 
person every afternoon during the 
week before Easter to greet young- 
sters and dispense free candy. Parents 
will receive their Easter greetings in 
the form of an Easter bond worth $1 
towards any building material pur- 
chase amounting to $10 or more any- 
time prior to June 1. 

Another Saint Louis Park yard, 
Johnson-Cashway Lumber Co., tele- 
phones each of its customers to wish 
them a happy and joyous Easter and 
advise them a credit certificate worth 
$1.50 is theirs if they buy $15 worth 
of materials at the firm within three 
days. 

Justus Lumber Co., Hopkins, asks 
a florist to display the newest in East- 
er flower arrangements on his prem- 
ises. Each Thursday, Friday and Sat- 
urday, for several weeks before 
Easter, flowers in the Easter tradition 
may be observed in the yard’s show- 
rooms. Newspaper advertisements in- 
vite flower-lovers to stop in and see 
the collection. Invariably, they buy 
building materials, Justus finds. 
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n52 CONOLITE’S 


Big, national advertising program 
pre-sells do-it-yourselfers and homeowners for you! 
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A huge audience of Do-It-Yourself homeowners 
across the nation will see Conolite in a dramatic full- 
color ad in American Home, striking two-color ads in 
Popular Mechanics, House Beautiful, Living for 
Young Homemakers and Sunset. Permanent Conolite 
beauty and protection as well as economy and ease of 
application will help pre-sell this comes-in-a-roll 
plastic laminate for dealers everywhere. 


Display and dispense Conolite—in rolls on wonderful 
new Roll-a-mart. Conolite in rolls . . . easy to apply, 
now easier to Sell. Stock Conolite now, in time for your 
share of big ’59 sales! 


CONTINENTAL (C CAN COMPANY 


CONOLITE DIVISION 
WILMINGTON, DELAWARE 
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BESTWALL 


FIREPROOF 
GYPSUM 
SHEATHING 








Textile glass fibers in Bestwall Sheathing knit 
the gypsum core securely together, providing 
up to 80% more resistance to shock and crack- 
ing, better nailability, cleaner breakage. 


Greater strength is one more important reason 
why Bestwall Gypsum Sheathing is a product 
you can sell profitably and with confidence. 


FinEPROOE CYPSUy 


Bert y/ALt 


BESTWALL GYPSUM COMPANY ; Ardmore, Pennsylvania 
Plants and offices throughout the United States 
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FHA Ceiling to Be 
Lifted, Mason Says 


Dealers who supply or build cus- 
tom homes in high-cost areas will get 
a break this year through a higher 
FHA insurance limit, according to 
HHFA Commissioner Norman Mason. 

The Government’s new housing 
boss told a press conference at the 
Northeastern Retail Lumberman’s 
convention that the present $20,000 
mortgage insurance limit on FHA 
loans will be lifted, no matter which 
housing bill is passed in Congress. 

Mason said that “exceedingly good” 
general economic conditions this year 
will mean housing will continue 
strong. “General business will be so 
good, in fact, that we expect a mort- 
gage money problem later in the 
year,” he said. 

The Administration believes that 
conditions are so strong that special 
assistance programs for Fannie Mae, 
as proposed by Democratic housing 
bills, are not needed. 

For the low-cost market, Mason ad- 
vised dealers and builders to study 
FHA 203-I, which provides lower 
standards than the regular Title 203 
under FHA. 





Scientists Try and Solve 
Lumber-Shrinking Problem 


How to prevent wood from shrink- 
ing and swelling is a problem some of 
the best minds in forest products re- 
search are trying to solve. 

Late in January, some 85 scientists 
from all parts of this country and 
Canada met at the U. S. Forest Prod- 
ucts Laboratory, Madison, Wis. to ex- 
amine information and exchange ideas _ 
on the subject. 

Participants agreed that this is a 
fundamental problem of the wood in- 
dustry and one of the most serious 
affecting the use of wood as a build- 
ing material. 

The $60 million being spent on 
wood research must be trebled, de- 
clared C. D. Dosker, Gamble Bros., 
Louisville, Ky., lumber manufacturer, 
who is chairman of the research 
committee of the National Lumber 
Manufacturers Association. 





New Insulation Products 


Southern Pine Lumber Co.’s new in- 
sulation board plant at Diboll, Tex., 
will be in full production early this 
year, according to Certain-teed Prod- 
ucts Corp., Ardmore, Penna., nation- 
al distributors for the new board line. 

The Southern Pine board products, 
marketed under the Templebord 
name, includes asphalted and coated 
sheathing, shingle backer, white coat- 
ed board, plain ceiling tile, perforated 
tile, etc. 
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were IN DISPLAY! IN SALES 


Now, in a 24” circle, you can set up a Basic These 21 Lufkin tapes and rules were select- 
MEASURING TooL DEPARTMENT that displays ed for fastest TURNOVER . . . based on a 
all the tapes and rules that are basic to your _thorough national study of retailer and 
business . . . and you can add supplementary wholesaler records. The plan has been store- 


items that are popular in your locale. It gets _ tested in typical hardware stores. The facts 
these profitable items out in the open—on prove that you’ll be losing business if you 
target—to spark impulse sales. don’t display all 21. 
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WHITE CLAD BANNER STEEL TAPE 


S APPEAL! IN CASH! 


YOU SCORE A MULTIPLE PAY-OFF! 








Turnover Target organizes ali your tapes and rules. Your cus- 
tomers can see, price and select what they need without asking. 


The target display increases turnover and profit by guiding your See the 
customers to your simplified, basic inventory. 


You can check your inventory at a glance .. . (there’s room on back page for 
hooks for complete stock). 


You get the only complete line of basics, packaged for wall display. comple te details 
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APPROVED 
MERCHANDISING 
PROGRAM 


New Lufkin display hits your 


TURNOVER, TARGET 


with all 21 basic tapes and rules 








*Thes 
flat 


Ship 


Form | 


Lufkins TURNOVER TARGET gives you 


the only complete line of basics 


PACKAGED FOR WALL DISPLAY 


LUFKIN TURNOVER TARGET BMT21 
































QUANTITY | CATALOG | LENGTH DESCRIPTION tt] Hit the bullseye NOW 
TAPE RULES for big profits 
1 W926 6’ | %” White Clad Mezurall $1.10 
; ” White Clad Mezurall 3 These are the numbers that sell . . . the 21 tapes 
J W928 8 ¥2” White Clad Mezura 1.35 and rules listed in the chart at the left. They'll 
1 W9210 | 10’ | %” White Clad Mezurall 1.65 serve up to 95% of your customers’ requirements* 
1 w9212 | 12’ | 14” White Clad Mezurall 1.98 —and will all be included in the new NRHA Turn- 
1 w9310 10 44” White Clad Super Mezurall 2.49 over Handbook. Now, you can put all 21 by display 
with the eye-stopping-TURNOVER TARGET. 
1 W9312 12’ ¥%" White Clad Super Mezurall 2.98 
1 W728 3! Ys" White Clad MezurMatic 1.55 TURNOVER TARGET accommodates your complete 
a ; inventory of the 21 basic tapes and rules. It’s a 24 
1 W7210 | 10’ | 42” White Clad MezurMatic 1.89 circle with five 6” hooks and sixteen 9” hooks. 
1 W7312 12’ 3%” White Clad Super MezurMatic 3.29 Each hook will support your minimum stock, plus 
1 RW8 8’ | %%" White Clad Replacement Blade | .70 a standard package quantity of each item. 
1 RW10 10’ ¥2" White Clad Replacement Blade 80 The display will be shipped with only one each 
1 RW12 12’ ¥” White Clad Replacement Blade | 1.00 of the Basic 21 tapes et eer Be nr you 
: to put your present stock on the TURNOVER TARGET 
, CVA 
' meee) on” ae ean Nr meee | 328 immediately .. . and place an additional order for 
STEEL TAPES only the numbers where you are short. 
1 HC253 | 50’ | Chrome Clad Leader 7.00 What about supplementary numbers to meet 
, . 9 . . 
1 Hw223 | 50’ White Clad Banner 5.29 your local requirements? A Basic Stock and Price 
List gives you information about all Lufkin tapes 
1 HW226 | 100’ | White Clad Banner 7.29 and rules to help you plan your complete depart- 
ment. With new hang-up packaging, most items 
WOOD RULES will go on your tool wall next to the TURNOVER 
1 X46* 6’ Heavy-Duty Extension* 2.50 TARGET. 
] 066" 6 Red-End, Regular Reading* 1.80 These sales helps are all FREE. Your cost is only 
1 966 6’ | Red-End, Two-Way 1.80 the regular cost for one each of the Basic Measuring 
1 | 636 6’ | Red-End, Masons’ 2.20 Tools. 
1 460* 6’ | Universal, Regular Reading* 90 The National Retail Hardware Association has 
rapes ' approved this display and merchandising program. 
24” Display with 21 Hooks — Basic Stock and N It can help you reduce inventory, increase turnover, 
Per po a” og aa pen og /c make more sales. Get in touch with your Lufkin 
ne ee eee wholesaler for your TURNOVER TARGET today. 
Total list 51.06 
oo aati an ae ee $ *Established by a study of Lufkin sales records— 
5 Geis iainie, Gener aioe discussions with wholesalers—and a national survey 


flat reading numbers. Order BMT21F. 
ippi i DEALER COST: $34.06 of hardware stores and lumber yards. 


Shipping Weight: 18 Ibs. 
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VIRGIN NYLON 
WHEELS 
RIGID EXTRUDED 
ALUMINUM TRACK 








SELF-LUBRICATING 
BEARINGS 








VERSATILE 707 SERIES 
FITS %” OR 1%” DOORS 
.. SIMPLY REVERSE HANGERS 


Screwy Idea 
Sells Screwdrivers 

A garbage burner helps Joseph 
Lumber Co., Chicago, sell 500 screw- 
drivers every 2/2 months at a total 
retail volume of $133. The firm’s 
customers, like Lawrence Kaplan 
(above), like to pick out their own 
screwdrivers, offered at three for 79¢. 

“Placed in the top of the garbage 
burner, the screwdrivers are at just 
the right height for easy self-selection 
by our customers,” says manager 
Joseph Destefano. 


Pre-packaging Own Nails 
Saves Time, Money 


Earney Thompson, proprietor of 
Thompson Lumber Co., Oxnard, 
Calif., says he saves time and money 
by pre-packaging nails in one, two 
and five-pound paper boxes. 

Thompson says he can put up a keg 
of nails, weigh and box them in 20 
minutes. He buys flat, cheap box ma- 
terial and makes up the boxes him- 
self. He would like to afford fancier 
containers, he says, but the cost would 
be prohibitive. 

He retails a pound box of nails for 
22¢; they cost him 11%2¢ plus 2¢ for 
the box and 1¢ for imprinting his 
name in several places and educa- 
tional information on the origin of the 
“penny system” of nails. 

“I’ve put out over 20,000 boxes of 
nails with my name on them,” adds 
Thompson. “Say 5,000 or so are still in 
use. That’s good advertising.” 

“To put up a pound of nails, weigh 
them and wash your hands afterwards 
takes at least 112 minutes,” Thomp- 
son reasons. “Since I tend store while 
my five employes work in the yard, I 
can’t afford to waste time.” 


Sees 10% Increase in 
Use of Aluminum 

President Frank L. Magee, Alu- 
minum Company of America, Pitts- 
burgh, predicts that the upward trend 
of aluminum consumption since the 
1958 first quarter low will continue 









































V-GROOVE 
CHANNEL 


RIGID STEEL VERTICAL AND 
HANGERS HORIZONTAL 
ADJUSTMENT 
SLOTS 





NEW Har-Vey Handi-Pak with 
Bumper is key to more sales 


Versatile 707 Series fits 3%" or 19/4" Sliding Doors 


DOOR BUMPER INCLUDED IM EVERY HANDI-PAK 


Handle the line your customers want . . . one that 
means less inventory and better profits for you. 
Each Pak contains everything your customer needs 
for quick, easy installations. Handi-Paks include 
rigid extruded Aluminum Track, two No. 70-2H 
Hangers, two No. 70-3H Hangers, one adijust- 
able Nylon door guide, two cup pulls and one 
Door Bumper. With Har+Vey's 707 Series you 
never have to pass up or delay a sale. Look for 
the Har+Vey name... your assurance of selling 
superior quality. 


Guaranteed ro ve me smoormesr, 


QUIETEST SLIDING DOOR HARDWARE AVAILABLE 


World's largest 
manufacturer of 
window screens 





in 1959 and that shipments to con- @i9500 

sumers this year will exceed 1958 d 

totals by better than 10%. AMERICAN SCREEN PRODUCTS COMPANY 
GENERAL OFFICES: 61 EAST NORTH AVENUE © NORTHLAKE, ILLINOIS 





(continued on page 50) 
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“Maverick” .. . Television’s Biggest Hit Western 
Adventure Series! 


ShadeScreen’s big spring and summer sales promo- 


tion starts rolling in April with one of television’s 


biggest drawing cards... “Maverick.” April through 


midsummer, “Maverick” backs you up with a series 
of six hard-selling ShadeScreen commercials ap- 


pearing in 135 local markets across the country. 


“Maverick” —featuring Warner Bros. stars James 
Garner and Jack Kelly—is seen by over 45,000,000 


television viewers weekly on the ABC-TV Network. 
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SHADESCREEN 














AMAZING KAISER ALUMINUM, 
SnansScneasn 





In Your Store . .. With The New ShadeScreen Sales Center! 


This brand new ShadeScreen Sales Center brings the pulling 
power of “Maverick” right into your store. 


As a silent salesman it adds up ShadeScreen’s unique combina- 
tion of advantages, displays the product as it actually appears in 
windows, offers free information and installation folders, free 
samples, and provides space for 50-foot roll of ShadeScreen. Also 
displays new ShadeScreen frame. Every stocking dealer can re- 
ceive this new ShadeScreen Sales Center free! 


Get Ready To Cash In Now! Make sure your ShadeScreen stocks 
are complete and on display. Be sure you have the newest adver- 
tising and display materials ready early for the big spring and 
summer selling promotion. For full details, contact your Shade- 
Screen jobber—or mail in the coupon now! 

















Surnrw Sive 


=a===" Kaiser Aluminum & Chemical Sales, Inc. 
Building Products Dept. 1014 
919 N. Michigan Avenue, Chicago 11, Illinois 


Please have your ShadeScreen representative call so we can get full 
information about Kaiser Aluminum’s new ShadeScreen advertising 
and merchandising program for 1959. 


SIGNED. 

COMPANY NAME 

ADDRESS 

AI TS ee 

PHONE NO. 

We sold ShadeScreen in 58 .--_-_yes ~-__no 


ae eeerneeeeeenaeagaannans * 








Ct TPE Dade 
n i 








Circle No. 78 on Handy Caver Card 


WILHOLD 
PRODUCTS 


fl Bird 


A COMPLETE LINE 
ca) OF PROVEN PRODUCTS 


ee CONTAX CEMENT 


BONDS ON CONTACT! 
Quick Dry... Spreads Farther 


WILHOLD 
100% 
WATERPROOF 
RESORCINOL 
GLUE Exceeds Govt. Specifications 
Do ceccccccccccccccece 
WILHOLD 
CONCRETE 
ADHESIVE 


Bonds New Concrete to Old 
in Any Thickness! 


WILHOLD na 
PLASTIC RESIN WHLHOLD 
GLUE 


Marine Grade =". 
Waterproof Powdered Type umd 


Decorating Fun for All! 


WILHOLD 
GLUE and —~ 
GLITTER 


COLORAMA DISPLAYS 
Ask your supplier or write 
WILHOLD ALWAYS DEPENDABLE 


ogee LOS ANGELES 31, CALIF. 
Ad 1032 CHICAGO 44, ILL. 
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FOWLER’S NEW HOUSE was built on the foundations of an old one. Fowler himself 
was contractor for the house, designed by architects Caldwell and Harmon. 


Here's Southern Dealer's New Manse 


O. O. Fowler house in Birmingham has plenty of luxury touches. 


Lumber dealers sometimes build 
houses for themselves as well as for 
other people. One of the newest and 
largest is the house recently com- 
pleted by O. O. Fowler, proprietor of 
Roebuck Lumber Co., Birmingham, 
Ala. 

Incorporating ideas they picked up 
in Miami, the west coast and South 
America, Mr. and Mrs. Fowler tried 
to capture as much of the outdoors as 
possible. The 4x18 Douglas fir beams 
are angled to give abstract design and 
maximum natural lighting. A_ glass 
wall separates the family room from 


SUNKEN LIVING 
ROOM with trop- 
ical plants flourish- 
ing inside the glass 
wall. 


the terrace. Rough and polished mar- 

ble and flagstone are used in the en- 

trance hall and living room. Sky 

domes are used in several rooms. 
Other features include: 

* Inter-com system to include even 

the barbecue pit with master control 

board in the bedroom. 

* A central lighting switch on the 

same control panel. 

* Sliding glass walls in rumpus room 

so children can be watched in swim- 

ming pool. 

* Air conditioning. 


STAINLESS STEEL 
BUILTINS help 
Mrs. Fowler reduce 
kitchen labor to a 
minimum. Walls 
and kitchen cabi- 
nets are limba 
wood from South 
America. 
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High standards of design and con- 
struction... ease of installation... 
adaptability... low cost. These are 
reasons why Cupples Single-Hung 
Aluminum Windows have a ready 
market. And, because you have a 
sound mark-up and no expensive call- 
backs, you can bank on good, con- 
sistent profits. 


Cupples dealers everywhere are en- 
joying a big demand for these new, 
practical, economical windows. If 
you're looking for a sure money- 
maker why not get the complete 
story of Cupples Single-Hung Win- 
dows today. 


PRODUCTS CORPORATION 


2653 South Hanley Road * St. Louis 17, Missouri 

















Here’s why Cupples single-hung aluminum 
windows will increase your sales and prefits 


Just 4 nails to install 

One carpenter installs Cupples Single-Hung Window in 
minutes... snugly, permanently. No fitting, no adjusting, no 
call-backs. Fin trim is integral. Completely assembled, 
installation hardware attached. 


Precision design 

Cupples Single-Hung Aluminum Windows are stronger, more 
rigid. Silent, finger-tip operation. Weather-stripped, like the 
finest Cupples windows, with Schlegel Cloth (high pile fabric 
in metal binder). Dust and draft-free, Never bind or stick. 
Never need painting. 


For any style of architecture 
Perfect for new homes, remodeled older homes, light 
commercial buildings. Endorsed by architects and builders. 


Wide selection 
Available in all popular sizes and styles, including picture 
windows. 


Small inventory required 
Orders filled from our modern factory in minimum time. That 
means a small investment for you. 


Distributors wanted in a number of areas—Write now for details 


s 
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THE MOST VERSATILE! 
Linseed Ott Outside House Pacut 


All through the modern development af protective coatings, 
ever since the original chemical investigations fifty years ago, 
paint people have been looking in two directions, either seeking 
a universal material, or in the opposite way, trying to find 
perfect special materials for this or that particular use. 

The oldest is still the most versatile. Using linseed oil, 
manufacturers make house paints that give the most satisfaction 
in different kinds of applications. 

Its chief qualities are basic: ease of application, 
durability, elasticity, adhesion, compatibility with other 


materials and pigments. 


Customer compliments, no complaints 
When Linseed Oil is in your paints! 
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Watch... 


American Lumberman, February 16, 1959 


BUILDERS SAY THE HOUSING BOOM is beginning to peak-out after a healthy 
October-December. But they are still optimistic for the year and 
anticipate that a liberal Housing Bill will be passed. They do 
worry, however, about market saturation and the very real possibility 
of positive action on a giant public housing and urban renewal 


program. 


With the same caution, the U. S. Savings & Loan League predicted 
1,175,000 private starts in 1959, a 5% increase over last year. 
They tempered this forecast by saying it was predicated on control 
of inflationary pressures. 


Ditching dealer efforts for more remodeling and store business 
could be very premature. What's shaping up is a good housing year, 
but not one that by itself will keep every yard in the country 
busy and profitable. 


LOW-COST TRACTS ARE COMING BACK and many dealers will act as partners with 
tract builders this time around. The idea, widely used on west coast 
by dealers, is to precut materials to tract's specs. With smart 
materials handling, you can do this cheaper than any builder—and 
at a profit. 


Eastern dealers interviewed last month are now adapting this 
procedure. Some are already planning with developers, who are 
returning to the low-cost market. These builders are receptive, 

say the dealers, because during the last boom, many project builders 
lost money in trying to run warehouses and precut material. 


CASH AND CARRY FOR TOP QUALITY LUMBER is being developed by one New England 
dealer who is erecting a highway cash branch, which will carry 
kiln-dried stocks exclusively. "By keeping my costs to the bone, 

I think I can sell top-grade materials very competitively on a 
take-with basis," he said. 


This dealer first studied cash-and-carry in A.L., then traveled to 
the giant cash yards to see the systems operate. His main yard is now 
100% service, and he will keep it so. Watch A.L. for complete 

story of this development. 


YOU CAN EXPECT ABOUT 5% RISE IN HOUSING COSTS by the end of 1959, according 
to Roy Wenzlick, St. Louis real estate and construction analyst. 
But housing will still be a better hedge aginst inflation than 
stocks, Wenzlick told the Northwestern Retail Lumberman's convention 
in New York City late last month. 


Because of rising values in houses due to inflation, Wenzlick said 
that the average home is practically foreclosure-proof. Dow-Jones' 
industrial stock averages have had a higher inflationary gain since 
1941 than housing. "Stocks are over-priced and will go down," he said. 


MANUFACTURERS WITH RETAIL STORES are being investigated by the Senate 
Small Business Committee. The Committee in its annual report 
questioned the right of producers to impose a "death sentence upon 
vast numbers of independent retail businesses . .. which previously 
provided the outlet for the manufacturers’ products." 


In a political year, Washington insiders anticipate that this 
Committee will soon hit the headlines with hearings and testimony 
from producers said to be following this practice. In this industry, 
producer-operated warehouse operations, which sell to all comers, 
are said to be under investigation. 
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HERE'S THE START... 


This new Formica Selling Center should be on 
your wall. It is the starting point of sales that 
can trigger a chain of profits far beyond the sale 
of Formica laminated plastic sheets. 


This lady has been presold on Formica surfaces 
by colorful national advertising. The minimum 
sale she will initiate will involve Formica, ply- 
wood, contact bond adhesives, moldings and 
maybe some tools. More likely it will mean a 
complete new kitchen or bathroom and every- 
thing that goes into it, including Formica on 
the walls. 


Tj, pis mark cerlifies genuin 


Be sure you get genuine Formica. Look for 
this wash-off registered trade mark on the surface. 
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~ PROFITABLE | 
SALES! 


Today she will select the color swatches that she 
wants to try at home. She’ll take literature that 
will give her ideas — ideas that crystallize and 
magnify the ones she had when she came in. 


Will this sale be yours? 


Call your Formica distributor for complete in- 
formation on the new Selling Center. 


Write Formica for a folder titled “How to Make 
Money with Formica.” 


Formica Corporation, 4630 Spring Grove Ave., Cincinnati 32, Ohio 


FORMIca’| 


. 
Lorvirated Plastic 


product of 
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Why a builder insists on 


Grade-Marked Southern Pine for his own home 


Larry Carrier of Bristol, Tennessee, builder of the noted “Driftwood” houses, A builder appreciates not only the 
knows the importance of wood in framing. “It’s the skeleton that holds a house strength but the long-lasting beauty 
together. That’s why, for my own home, I built with an eye to the future and of Southern Pine 
insisted on Grade-Marked Southern Pine. The SPIB grade-mark tells me the 
wood is dry. And I look for the SPA mark, meaning quality lumber from on Pine, painted pure white in the tra- 
of the mills of the Southern Pine Association.” Dry Southern Pine is the strongest os > 

: : ) ira dition of the fine old Southern Pine 
structural wood you can get. Houses built a hundred years ago with Southern Colonial | 

Pine are sound and trim today. I 


Mr. Carrier's home 
presents a proud face of Southern 


i Shit 
See your lumber dealer-insist on Grade-Marked Southern 1 ou ¥ HERN 
' ih . ove 


Pine from the mills of the Southern Pine Association t 


WINE LAA 


SHY 
For Free Booklet Write: SPA, Box 1170, New Orleans ha j SPIB ac ®) 
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THESE ARE THE 
QUALITY MILLS OF THE 


SOUTHERN PINE ASSOCIATION 


ALABAMA 


The Aliison Lumber Company 
Olon Belcher Lbr. Co., Inc. 

S. E. Belcher, Inc. 

W. A. Belcher Lbr. Co. 

W. E. Belcher Lbr. Co. 

Clancy Lumber Company 
Graham Lumber Company 
Jackson Saw Mill Co., Inc. 

Ray E. Loper Lumber Company 
McMillan Mill Company 
McShan Lumber Company 

T. R. Miller Mill Co., Inc. 

Reid Brothers Lumber Company 
Scotch Lumber Company 

M. W. Smith Lumber Company 
M. W. Smith Sawmill Co. 

W. T. Smith Lumber Co., Inc. 
Summerville Brothers Lbr. Co. 
Horace S. Turner, Jr., Inc. 

W. T. Vick Lumber Company 
W. J. Word Lumber Company 


ARKANSAS 


P. E. Barnes Lumber Company 
Bearden Lumber Company 


Bradley-Southern Division 
Potlatch Forests, Inc. 


Crossett Lumber Company 
Dierks Forests, Inc. 
Fordyce Lumber Company 
W. S. Fox & Sons 

Fuller Lumber Company 
Gurdon Lumber Co., Inc. 
Ozan Lumber Company 
Reynolds & Draper Lumber Co. 
Sturgis Brothers 

Urbana Lumber Company 
J. L. Williams & Sons 
Herman Wilson Lumber Co. 


FLORIDA 


Alger-Sullivan Sawmill Company 
Dantzler Lumber & Export Co. 
Mutual Lumber Co. 

Neal Lumber & Mfg. Co. 

Ocala Lumber Sales Co., Inc. 
Thomas Lumber & Mfg. Co. 


GEORGIA 
Alexander Brothers Lumber Co. 


Bellamy 
Brent 
Green Pond 
Birmingham 
Centreville 
Grayson 
Maplesville 
Jackson 
Tuscaloosa 
Brewton 
McShan 
Brewton 
Evergreen 
Fulton 
Jackson 
Camden 
Chapman 
Aliceville 
Mobile 
Hamilton 
Scottsboro 


Hamburg 
Bearden 
Warren 


Crossett 
Hot Springs 
Fordyce 
Pine Bluff 
Lewisville 
Gurdon 
Prescott 
El Dorado 
Manning 
Urbana 
Sheridan 
Leola 


Century 
Jacksonville 
Jacksonville 
Blounstown 
Ocala 
Quincy 


Columbus 


Augusta Hardwood Co. 
The J. N. Bray Company 
Ellijay Lumber Company 
A. T. Fuller Lumber Co. 
Georgia-Pacific Corp. 
Holly Springs Lumber Co. 
Jeffreys-McElrath Mfg. Co. 
Reynolds & Manley Lbr. Co. 
Rush Lumber Co. 
Shepherd Lumber Corp. 
L. B. Springle Lbr. Co. 
Sullivan Lumber Co. 
Tolleson Lumber Co. 


LOUISIANA 


J. A. Bentley Lumber Co. 

L. L. Brewton Lumber Co. 
Ronald A. Coco, Inc. 

Crowell Lumber Industries 
Harless Lumber Co., Inc. 
Hillyer-Duetsch-Edwards, Inc. 
A. J. Hodges Industries, Inc. 
Hunt Lumber Co., Inc. 

L. D. Kellogg Lbr. Co. 
Lock-Moore & Co. 

Louisiana Long Leaf Lumber Co. 
Martin Timber Co. 

Roy 0. Martin Lbr. Co., Inc. 
Carroll W. Maxwell Lumber Co. 


Olin Mathieson Chemical Corp., 
(Forest Products Div.) 


N. D. Roberts Lbr. Co. 
Sabine Lumber Co. 
Springhill Lumber Company 
Sturgis-Nix Lumber Co. 
Tremont Lumber Co. 

The Urania Lumber Co., Ltd. 
Woodard-Walker Lumber Co. 
Woodard-Walker Sawmill Co. 


MISSISSIPPI 


Bailey Lumber Co. 

Crosby Lumber & Mfg. Co. 
The L. N. Dantzler Lumber Co. 
A. DeWeese Lumber Co., Inc. 
D. L. Fair Lumber Co. 

Joe N. Miles & Sons 


MISSOURI 
Dierks Forests, Inc. 


Augusta 
Valdosta 
Blue Ridge 
Ocilla 
Augusta 
Atlanta 
Macon 
Savannah 
Hawkinsville 
McRae 
Gainesville 
Preston 
Perry 


Zimmerman 
Winnfield 
Baton Rouge 
Long Leaf 
Lake Charles 
Oakdale 
Shreveport 
Ruston 
Alexandria 
Lake Charles 
Fisher 
Castor 
Alexandria 
Pollock 
Shreveport 


Alexandria 
Zwolle 
Springhill 
Ruston 
Joyce 
Urania 
Taylor 
Heflin 


Laurel 
Crosby 
Perkinston 
Philadelphia 
Louisville 
Lumberton 


Kansas City 


Fleishel Lumber Co. 


International Paper Co. 
(Long-Bell Division) 


NORTH CAROLINA 


Evans Lumber Co. 

L. R. Foreman & Sons Lumber Co. 
Hutton & Bourbonnais Co. 

W. P. Morris Lumber Co. 


SOUTH CAROLINA 


Dargan Lumber Mfg. Co. 
Flack-Jones Lumber Co., Inc. 
Holly Hill Lumber Co. 
Lightsey Brothers 

Carl W. Mullis Lbr. Co. 
Russellville Lbr. Co. 
Tilghman Lumber Co. 

C. M. Tucker Lumber Corp. 


TENNESSEE 


E. L. Bruce Co., Inc. 
Vestal Lumber & Mfg. Co., Inc. 


TEXAS 


Allen-Peavy Lumber Co. 
Anderson Mfg. Co. 
Angelina County Lumber Co. 


St. Louis 
Kanses City 


Nashville 
Elizabeth City 
Hickory 
Jackson 


Conway 
Monck’s Corne 
Holly Hill 
Miley 
Lancaster 
Sumter 
Sellers 
Pageland 


Memphis 
Knoxville 


Kountze 
Tenaha 
Keltys 


Angelina County Lbr. Co., (Jasper Div.) Jasper 


Atlanta Lumber Co. 
Boettcher Lumber Co. 

W. T. Carter & Brother 
Ealand-Wood Lumber Co. 


Edens-Birch Div. 
Southwest Lumber Mills, Inc. 


Grogan Bros. Lumber Co. 
Grogan-Cochran Lumber Co. 

Lacy H. Hunt Lumber Co. 

Kirby Lumber Corp. 

L. & M. Lumber Co. 

The Lutcher & Moore Lumber Co. 
Southern Pine Lumber Co. 
Williams Lumber Co. 


VIRGINIA 


Barnes Lumber Corp. 
Union Bag-Camp Paper Corp. 
The Williams & McKeithan Lbr. Co. 


Atlanta 
Huntsville 
Houston 
Jasper 
Corrigan 


Conroe 
Magnolia 
Nacogdoches 
Houston 
Willis 
Orange 
Diboll 
Cleveland 


Charlottesville 
Franklin 
Lynchburg 


SPA mills also support The National Wood Promotion program 





“We improved our masonry mortars by 
switching to Atlas Masonry Cement” 


‘ : < ye siiiveas ie he y 
Project: Barwise Junior High School, Wichita Falls, Texas. Architects: Jesse G. Dixon, Arch., R. B. Pardue, Asso., Wichita Falls, Texas. General Contractor 
W. C. Shelton, Lawton, Okla. Masonry Contractor: W. P. Howle, Wichita Falis, Texas. Dealer: Stephens Lumber Co., Wichita Falls, Texas. 


“We cut our teeth on a portland cement and lime mortar,” says 

W. P. Howle, masonry contractor of Wichita Falls, Texas. “We were hard 
to convince that any other mortar could compare. Until some 

six years ago, that is. Then we tried Atlas Masonry Cement in mortar 

for a small commercial building. We’ve been using it ever since.” 


Here are the reasons why contractors are switching to Atlas 
Masonry Cement: It produces a smooth, easy-working mortar that 
“butters” easily, stays workable, assures a stronger bond. 

It requires less mixing water, minimizing shrinkage and cracking. 
Also provides uniform color in the mortar joints. 

Complies with ASTM and Federal Specifications. 

For your copy of “Build Better Masonry,” write Universal Atlas, 
100 Park Avenue, New York 17, N. Y. 


“USS” and “‘Atias’ are registered trademarks 








Universal Atlas Cement 
Division of 
United States Steel 


OFFICES: Albany - Birmingham - Boston - Chicago - Dayton « Kansas City - Milwaukee - Minneapolis - New York « Philadelphia - Pittsburgh « St. Louis «Waco 
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COMPLETE WINDOW SIGN did a 
good job of promoting credit for the 
Antrim Lumber Co., Wellington, Kans. 
Free estimates, no down »ayment, 
five years to pay and loans up to 
$3,500 tell the yard's financing story 
in a nutshell. 


CREDIT PLATES are honored by Hech- 
inger's stores in the Washington, D. C. 
area. Officers in the armed forces 
who produce ID or serial number 
identification are also granted credit. 
Ceiling is $50 on credit plate ac- 
counts. 


al 
WORARES ©" gumceT Puan 
HENS of TOMORROW 
enemmmbiaendtenemal 


REVOLVING BUDGET ACCOUNT is 
offered at the Mohawk Lumber stores 
in Detroit with writing desk and at- 
tached pen to fill out necessary forms. 


MPROVEMENT 


JON Ne aaa 
« 300" : 


FLORIDA YARDS play up budget pay- 
ments with large inside store signs. 
Joyner Lumber Co., Lakeland, breaks 
down the monthly payments, accord- 
ing to the size of the job. 


CREDIT 


TERMS AVAILABLE uP YEARS 
CHOOSE THE PLAN Ragghn— 
YOUR BUDGET sesr.. 

1. 30 o4v chance 


4 FHA BANK Modernicsion SPE wii 
ASK YOURSANESEIAM oh uguine 





FOUR TYPES OF CREDIT offered by 
the Erb Lumber Co., Royal Oak, Mich. 
are played up on store sign. Dealers 
who fail to offer adequate financing 
are complaining of competition from 
those who do. 


7 


feb - 7008 


PAYMENT PLAN 


PETER’S PAYMENT PLAN is given bill- 
board treatment in Philadelphia. ‘‘As 
little as $1.25 a week,"’ says the 
copy. This is one wing of major sign. 


Credit 


“Meeting competition today is not 
so much a matter of price as it is 
of credit,” said Cal Comito, presi- 
dent, Cal’s 5-Point Lumber & Sup- 
ply Co., Redford Township, Mich. 

“It comes down to how long I can 
carry the builder or modernizer in 
comparison with my competitors. 
Even though he might suffer a little 
on price, the contractor often will 
take his business to the place that 
can carry him a little longer. 

“There is one cash-and-carry yard 
in our area,” continued Comito, “but 
if anything I think this has helped 
others. For example, the emphasis on 
cash tends to alienate many moderniz- 
ers, who will turn to suppliers who 
offer credit and who resent the fact 
that the retail customer can buy at 
the same price he does.” 

This comment on credit and com- 
petition was reiterated many times 
over in recent dealer interviews across 
the country by American Lumber- 
man. A sizeable number of dealers 
are not only expanding their credit 
programs for both contractors and 
homeowners, but assuring themselves 
that credit is a profitable part of 
their operation. 

Help finance builder. Many deal- 
ers are giving extensive help to their 
contractor customers. Two Miami 
dealers are especially active in this 
field. Thomas Bailey, Jr., president, 
Bailey’s Lumber Yards, Inc., credits 
construction loans to contractors for 
their success in selling a lot of ma- 
terials for new homes. 

“These are contractors who put up 
10-15 sizeable homes each year. The 
contractor first gets his commitment 
from the insurance company or bank 
and then turns it over to us. Our 
charge is less than the bank’s 5%-6%. 
The construction loan we have is for 
a short period—up to 90 days. We 
act in an advisory capacity and han- 
dle only a small amount of the 
credit risk.” 

Lucien Renuart, executive vice- 
president, Renuart Lumber Yards, 
Inc. in Miami, explained his pro- 
gram to help contractors get con- 
struction money like this: 

“We have different brokers we show 
builders’ plans to. Each of these build- 
ers has already purchased his lots. 
We give them a commitment our- 
selves for it and set them up on a 
temporary first mortgage for three or 
four months until they build the house 
so they can file on their permanent 
mortgage.” 

In Dallas, president P. J. Good- 
night of Buell and Co., said his com- 
pany grants interim financing to con- 
tractor customers and helps them ob- 
tain mortgage loans through banks 
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Will Help Lick Competition 


and other established leading agencies. 


Active since 1938. A. E. Anderson, 
Jr., vice-president, Anderson Lumber 
Co., Salt Lake City, said: 


“We are in the construction loan 
business with both feet. We have 
been lending construction money to 
contractor customers since 1938. We 
also help our contractors get con- 
struction money by taking a first 
mortgage on the building ourselves. 
When it’s finished and financed, we 
get our money back. 


“We also give short-term financing 
on homes that our contractor cus- 
tomers are building. Then we help 
our contractors get mortgage loans 
through either insurance companies 
or savings and loan institutions.” 


Another Salt Lake City dealer, 
manager Fred Boes of Anchor Lum- 
ber Co., said he was trying to secure 
backing to grant construction loans 
to contractor customers. 


“We have been fortunate in help- 
ing contractors find the needed money 
through lending institutions,” he said. 


Paul Kaplan, owner, Kaplan Lum- 
ber Co., St. Charles, Mo., reported a 
setup with a building and loan as- 
sociation to help contractors get 
mortgage loans. In Cincinnati, presi- 
dent August Hoffman of Park Lum- 
ber & Supply Co. said his firm has 
granted construction loans to con- 
tractor customers, but most of this 
type of financing is handled through 
some local building and loan asso- 
ciation. The paper we do handle 
ranges from a minimum of 30 days 
to a maximum of 120 days, he said. 


The policy of Suburban Homes 
Lumber Co., Houston, is to grant con- 
struction loans when secured by 
M&M liens. Office manager Charles 
Smith said the firm has a list of 
construction money sources, which is 
made available to contractor custom- 
ers. 


“We conduct both our construc- 
tion and mortgage loans on about the 
same basis,” commented Cecil Clark, 
vice-president of Houston’s Whipple 
Lumber Co. “If our contractor cus- 
tomers have a firm commitment or 
a deed of trust, we'll always help 
them get the loans they need.” 


Other policies. Other dealer com- 
ments on financial aid to builder 
customers ran as follows: 


We seldom grant construction loans 
to contractor customers, but we 
definitely help our contractor custom- 


Customer financing is a potent sales tool being used by hundreds 
of retailers. These dealers tell where they get their money and 
how they use it to get new customers and keep old ones. 


ers get mortgage loans.—William 
Kirk, credit manager, Lyman-Hawk- 
ing Lumber Co., Akron. 

Although we once had $20 million 
in mortgage accounts, we have gone 
completely out of the financing busi- 
ness. We can no longer compete with 
the banks. All our mortgaging is now 
done through the banks on a strictly 
20-year basis, borrowing as the build- 
ing goes on.—Eastern Massachusetts 
dealer. 


When a contractor can’t get money 
quickly from a bank, we'll help him 
out of a jam, but we no longer grant 
construction loans.—New England 
dealer. 

If our salesmen hear of places 
where money is available, we'll let our 
contractors know about it, but we 
don’t have an organized program for 
helping them.—Walter D. Roschke, 
assistant sales manager, Hill-Behan 
Lumber Co., St. Louis. 

We carry some small contractors 
until they complete a short job. No 
longer than 30 days though.—A/ 
Syp, John Syp & Sons, Philadelphia. 

Minimum credit accounts. Taking 
clerical help and overhead into con- 
sideration, credit accounts can be ex- 
pensive business unless some mini- 
mum is established. More and more 
dealers have either established a min- 
imum on credit or considering one. 

After one years’ experience with a 
$25 minimum, manager Robert V. 
Bailey of the Northbrook (III.) Lumber 
Co. says he is well pleased with the 
results. 

“We found after considerable in- 
vestigating that only 10% of our 
business was with homeowners, yet 
they created 42% of the expense in- 
curred in operating in our account- 
ing department, as well as burdening 
our delivery system with many small 
orders. 

“After a cost survey, we came to 
the conclusion that we did not make 


a cent on an order for less than $20. 
In many cases we had the distasteful 
experience of chasing the customer 
for several months to secure pay- 
ment.” 

Not a single customer complaint 
was received on the first Saturday 
morning after the new policy was 
placed in effect, Bailey said. Three 
months went by before the first ob- 
jection was made and this from a 
poor credit risk. 

“Our only regret is that we did not 
establish this policy a long time ago 
as it hasn’t caused any drop in re- 
tail trade,” explained Baliey. 

Although an estimated 95% of his 
business is on credit terms, president 
August Hoffman of the Park Lumber 
& Supply Co., Cincinnati, said that 
the minimum credit sale is $50. 

“We don’t like to open an account 
for less than $25, but competition 
has forced us to open them for less,” 
said president Eldon L. Burn, Rivett 
Lumber Co., Omaha: 

Too many $1 and $5 charges on 
regular 30-day accounts may lead to 
an established minimum in his yard, 
admitted Lucien Renuart, Renuart 
Lumber Yards, Inc., Miami. 

“These charges just don’t pay for 
all the bookkeeping that’s done,” de- 
clared Renuart. 

Albert A. Burch, Jr., officer man- 
ager for Albert A. Bruch, Washing- 
ton, D. C., doubtless voiced the feel- 
ing of most dealers. 

“We don’t have a credit minimum, 
but we prefer a steady customer over 
a $50 credit sale once a year,” he 
said. 

Revolving accounts. A tremendous 
growth in revolving budget accounts 
has taken place in the past five years. 
Recent dealer interviews indicate that 
this plan is still growing. Renuart’s in 
Miami has a revolving budget plan 
for electric tools, payable monthly up 
to a year. Bailey’s, also Miami, has 
a tool financing plan, calling for a 

(continued on next page) 


New Sources for Building Money 


Outside the well-known government channels, where can the dealer find a 
reliable source of building money? And sources for his own business expansion? 


This section, based on actual dealer experiences, reveals some of these sources. 


One sure thing is this: the dealer with a well-rounded 
with a that can defeat the com 
ave discovered this to their sorrow. 


arsenal is equi 
Some dealers 
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down payment of 25% and minimum 
monthly installments of 10%. It plans 
to install a revolving credit system 
shortly, placing an estimated $20,- 
000 to $25,000 in its accounts re- 
ceivable ledger. 

The amount of the maximum cred- 
it allowed generally runs six to 10 
times the amount of the monthly 
payment that a customer can han- 
dle. The service charge generally runs 
1% on the monthly dollar balance in 
the account. Rotating accounts have 
increased dollar volume business by 
bringing the customer back into the 
store regularly. 

30-day accounts. About the most 
popular time payment plan, dealers 
indicate, is the 30-day no-interest ac- 
count. Many dealers have 60 and 90- 
day accounts as well, in addition to 
FHA Title I, ABC and similar plans. 
To promote their prefab home, Hog 
Island Lumber Co., Philadelphia, of- 
fers a five-year plan which also covers 
home improvements. 

Accounts receivable. Current num- 
ber of days sales in accounts receiv- 
able appear to be averaging about 
45 days. However, some deaiers are 
working successfully on this problem. 

“I’m pleased as punch,” com- 
mented A. E. Anderson, Jr., vice- 
president, Anderson Lumber Co., Salt 
Lake City. “We averaged about 45 
days a year ago. As of November 1, 
1958, we had 31 days in accounts 
receivable and the percentage of ac- 
counts receivable is under a year ago. 

Complaining of a slowdown in ac- 
counts receivable, Richard Locke, 
manager, Locke Lumber Co., Detroit, 
said: 

“It seems that when money is tight, 
the lumberman is the one who has to 
wait. They’re not bad accounts, just 
slower to clear away.” 

O. D. Brunch, manager, Suburban 
Supply, Inc., Bladensburg, Md., agreed 
with Locke. He has changed his billing 
to twice a month to encourage prompt 
payments. 

“Collections are rough,” he said, 
“with speculators and even more sub- 
stantial builders operating on very 
small margins because of the higher 
costs of everything from land to 
money.” 

In Decatur, Ga., Jack May, presi- 
dent of Pattiloo Lumber Co., said he 
has improved his collections 25% 
this past year by an aggressive col- 
lection plan. 


MINIMUM CREDIT allowance is set by 
some firms like Northbrook (Ill.) Lumber. 
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Dealers Tap Local Sources 
For Private Mortgage Fund 


Friends, neighbors and employes welcome opportunity to 
make a sound investment, dealers discover. 


Dealers with access to building 
money can sell more of a house bill 
than dealers who rely solely on com- 
petitive price. 

Here are some dealer plans, which 
are being used successfully. 

1. Arranging with owner, lender 
and contractor to assign mortgage 
proceeds to the dealer for disburse- 
ment. 

2. Investing surplus 
friends and neighbors. 

3. Setting up and financing a cap- 
tive corporation, which provides fi- 
nancing during construction of jobs 
on which the dealer supplies material. 

4. Forming an investment company 
for the management of surplus com- 
pany funds and the savings of em- 
ployes. 

5. Participating in state-wide deai- 
er-owned mortgage companies. 

Study required. The best-informed 
dealers know as much about the tech- 
nicalities of mortgage money as a 
mortgage banker. This isn’t as im- 
possible as it may sound for a num- 
ber of dealers, both large and small, 
are doing it. 

Western Lumber Co., San Diego, 
Calif. and Hoff Building Supply, Cald- 
well, Idaho, are among those who 
enter into three-way contracts with 
owner and contractor to assure the 
lender the building funds will be dis- 
bursed properly. In return for this 
service, the dealer is awarded the sale 
of all the materials at fair competitive 
prices. 

Howard Lumber Co., Minden, La., 
and the retail department of Boise 
Cascade Corp., Boise, Idaho, each has 
a construction finance subsidiary to 
provide construction funds. When the 
job is finished, then the owner ar- 
ranges permanent financing to retire 
the construction loan. Dealers report 
that in many areas the major money 
shortage is in construction funds rath- 
er than in mortgages on completed 
homes. 

Invests surplus cash. Steve Yaeger 
and R. E. Kirk of Yaeger & Kirk 
Lumber Co., Santa Rosa, Calif., find 
that friends and neighbors are inter- 
ested in safe investments paying sub- 
stantial interest. The plan started a 
number of years ago when a widow 
asked Kirk how she might get better 
return on her money than the savings 


funds for 


bank and building and loan associa- 
tion interest she was currently earn- 
ing. At last report, Yaeger & Kirk 
Lumber Co. is managing considerably 
in excess of $200,000 of such private 
funds. Yard customers have first call 
on these funds. 

“We'll never drop this plan,” dealer 
Yaeger told American Lumberman. 

Dealer Marvin Smith of the O’Mal- 
ley-Smith Lumber Co., Yuma, Ariz., 
also finds local private funds seeking 
safe investment provide him a good 
source of mortgage funds. He oper- 
ates in much the same manner as do 
Yaeger and Kirk. 

Unusual plan. The most unusual 
source of building money is the plan 
used by a small lineyard company 
operating in eastern Oregon and east- 
ern Washington. Here the savings of 
employes are invested in a finance 
company under the supervision of a 
major executive. While company 
money was used to get the concern 
going, that interest now is minor. 

“Our main idea was to teach our 
employes through practical example 
how business operates,” this executive 
told American Lumberman. (Because 
of some special current plans for this 
finance company, the executive would 
not permit the use of his name.) 

Stockholders in the finance com- 
pany include approximately 50 yard 
employes, with the holdings of each 
averaging about $6,000. 

The business charter of the finance 
company is broad, permitting it to 
engage in any business for gain. In 
practice it limits its activity to loans 
related to the sale of building prod- 
ucts. It puts up construction money; 
at times it acts as a “warehouse” for 
mortgages until a permanent investor 
is found; real estate has been bought 
and developed for the use of the line- 
yard’s contractor-customers. 

“For making money, we like short- 
term paper like home improvement 
notes and revolving credit accounts,” 
the executive said. “We don’t take on 
everything. In five years, our credit 
losses have amounted to .0025%.” 

The finance company has _ been 
profitable for the employe investors; 
they have averaged 6% return on their 
money; in addition, company funds 
have been built up, with $1 of earn- 
ings put back into the company for 
every $3 paid in dividends. 
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WITHOUT DEALER-ORIGINATED MORTGAGE, this Lockhart, Texas, home of Mr. and Mrs. 
Carlton Kelley would never have been built. The mortgage was placed by Alamo Lumber 
Co. with the dealer-owned Lumbermen’s Investment Corp. of Texas. 


Dealer-Owned Mortgage Firms 


Help Solve Financing Problem 


About 1,500 dealer stockholders in four states 
make money available in mortgage-starved 
areas. 


Will lumber dealers eventually have a nation-wide chain 
of home finance companies serving exclusively the home 
finance needs of their customers? 

That’s more than a possibility, based on the experience 
of three dealer-owned mortgage companies. 

These three mortgage companies are the Lumbermen’s 
Investment Corp., Austin, Tex., which has recently ex- 
panded its operations into Oklahoma; the Lumbermen’s 
Investment Corp., Columbus, Ohio (no relation to the 
Texas company); and the Ilbsa Mortgage Corp., Indi- 
anapolis, Ind. 

The Texas company was organized in 1954 by mem 
bers of the Lumbermen’s Association of Texas; the Ohio 
company was started about 18 months ago by members 
of the Ohio Association of Retail Lumber Dealers; the 
Indiana company was formed by members of the Indiana 
Lumber & Builders Supply Association about 3% years 
ago. Taken altogether, lumber dealer-stockholders in these 
companies number nearly 1,500. 

Nation-wide network? Possibility of an eventual na- 
tion-wide network was suggested recently when the Texas 
company was invited to expand its operations into Okla- 
homa where 265 lumber dealers laid out $65,000 to buy 
stock. Oklahoma dealers failed in their first effort to set 
up a mortgage company. By joining forces with Texas, 


they now have what appears to be the start of a successful 
operation. 

“If we can be as successful on a two-state basis as we 
have been in Texas, then perhaps we can expand into 
other states, too,” commented W. S. Drake, Jr., president 
of Calcasieu Lumber Co., Austin, Tex., who is also presi- 
dent of the mortgage firm. Such an expansion might solve 
the mortgage problems of dealers in other states, where 
similar organizations have been projected but couldn't get 
off the ground. 

Problems faced. Dealer-owned mortgage finance com- 
panies are chiefly useful in providing mortgage money in 
communities where its hard to get. In spite of this impor- 
tant dealer advantage, they seem difficult to set up. 

For the mortgage company itself, there is the problem 
of getting recognition as a responsible, mature organiza- 
tion producing investment-grade mortgages. 

“Investors told us, ‘Come and see us when you grow 
up’,” commented Henry Bernauer, manager of the Okla- 
homa City office of the Texas company. “We are now 
getting recognition, though, and the addition of the Okla- 
homa dealers will give us added stature. The broader 
geographical spread of our mortgages will be helpful.” 

Officials of the Ohio company emphasized this point: 

“The several lumbermen’s investment companies are 
backed by business which, as an industry, is the nation’s 
third largest. The lumber dealer-stockholders are men who 
live with the mortgages they originate over the years. 
This is different from some project builders who build, 
then move on.” 

Profits come hard. It is not easy for dealer-owned mort- 


(continued on page 60) 
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Charge Plate Credit System 
Eliminates Collection Problem 


Milwaukee dealers have been ac- 
tive in accepting new credit plans. 
Three dealers are now using a 
charge-plate plan. Capitol Lumber 
was the first to start the depart- 
ment-store system of charging about 
three years ago. 

Jerry Callner, Capitol’s vice- 
president, believes the charge-plate 
system is the next best thing to a 
rotating budget account. However, 
it has the disadvantage that the 
customer does not return to the 
store to pay his bill. 

This is how it works. A local 
bank handling charge-plate ac- 
counts added Capitol to its list 
of customers. Capitol’s customers 
may charge up to a maximum of 
$25 for a 30 or 90-day period at 
no service charge and without a 
further customer credit check. The 


bookkeeping and collecting is han- 
dled by the bank. 

Capitol figured that this system 
of handling small credit accounts 
is more economical than handling 
the same charges through its own 
books, which are set up mainly for 
contractor accounts. 

A New York State dealer, Ma- 
crose Lumber & Trim Co. in New 
Hyde Park operates the same sys- 
tem with several thousands custo- 
mers using charge-plates through 
their three yards. 

“Although we are gearing our- 
selves for maximum cash-and-carry 
business, the charge-plate credit 
system offers an extra customer in- 
ducement,” declared president Mil- 
ton Paulenoff. The cooperating 
bank charges 5% of the amount of 
all purchases under $50. 





DEALER OWNED MORTGAGES 


(begins on page 59) 





gage companies to begin earning money. In the 18 
months the Ohio company has been operating, the break- 
even point is getting closer, but it hasn’t been reached yet. 
This is expected in 1959. It has loaned $600,000 in FHA 
and VA mortgages. In the four years the Texas company 
has been in business, it began to make a profit in 1957. 
During its four years, it has made loans on new homes 
amounting to $13 million, plus home improvement loans 
of $7 million. 

But operating profits do not make up the major prob- 
lem. Officials tell American Lumberman the biggest prob- 
lem is to get dealers to make use of the facilities provided. 

“Dealers have complained for years, especially in the 
small towns, about the lack of mortgage money for their 
customers,” said one official. “Then they invest in our 
stock so we could get started and then they forget about 
us.” 

In Texas the situation currently seems good. Dealers in 
358 towns bought stock; the company has made mort- 
gages through those dealers in 412 towns thus far. 

But in Ohio, with more than 100 lumber dealer-stock- 
holders, approximately 80% of the loans have originated 
with four or five dealers. Even so, the company is con- 
sidered successful. 

The Indiana company conducts an annual mortgage fi- 
nance training courses for dealer personnel, an important 
training aid in handling the required paper work cor- 
rectly. 

“We've scheduled a mortgage finance discussion panel 
at our convention this month,” explained executive vice- 
president Charles Benson. We hope this will show more 
dealers how to make sales through this type of financing. 


rations vary. While the three mortgage companies 
all deal in FHA and VA first mortgage loans, their method 
of operation differs. The Ohio and Indiana companies 
make no home improvement loans since most towns in 
those states have ample funds for this purpose. 

In Texas and Oklahoma, home improvement loans are 
an important part of the business. Currently this type of 
financing is not FHA-insured, although the company 
started writing this kind of paper. 

“Conventional home improvement loans today have a 
somewhat better market than FHA Title I paper,” ex- 
plained G. L. Francis, manager of the Texas firm. 

Both the Texas-Oklahoma and Ohio companies limit 
their service to dealers who have bought stock in the 
company. The Indiana company will service mortgages 
originated by anyone, but primarily works with lumber- 
yards. 

The Texas-Oklahoma company’s stock is held by about 
55% of the total membership of the two state associations. 
The Ohio company’s stock is held by slightly more than 
100 dealers. It is considering adding wholesale and manu- 
facturer representatives to its 11-man board. 

The Texas-Oklahoma company operates on $665,000 of 
paid-in capital. The Ohio company has $150,000 of paid- 
in capital. 

Sales opportunities seen. An Oklahoma lumberman who 
has had experience in Texas with the Texas company is 
Frank E. Carey, Jr., vice-president, Carey Lumber Co., 
Oklahoma City. Carey has yards in both states. 

“Availability of mortgage money is one of the impor- 
tant aids in helping a dealer do a better job,” he said. 
“We have found it ties us closer to our contractors. We 
have arranged loans in tiny communities where modern 
low down payment mortgages are practically unknown.” 

The shape of this sales opportunity may be estimated by 
reports of the Texas company. There the average size of 
new home loans is $9,500; the average size of home im- 
provement loans is $1,110. 
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Eligible Small Businessmen Can 
Get Government Credit Help 


Small Business Administration has approved 12,943 loans 
for $601 ,859,576 in last five years. How to qualify and apply 
for loans described. 


By Hugh L. Morris 
Washington Correspondent 


The retail lumber dealer who can- 
not get a loan from his bank should 
consider trying to arrange a line of 
credit through the Small Business Ad- 
ministration of the federal govern- 
ment. 

The SBA was set up by Congress 
in 1953 to help small business firms 
obtain financing, on reasonable terms, 
to purchase equipment and materi- 
als, to expand and modernize and for 
working capital. 

In five years of operation, the 
agency has approved 12,943 business 
loans for $601,859,576 and has lost 
only $33,000. 

Included in the total number of 
transactions are 510 loans for $17,- 
333,000 to business establishments, 
which come within the broad cate- 
gory of “building materials, hardware 
and farm equipment.” 

Loans are of two types—participa- 
tion and direct. Participation loans are 
made jointly by the SBA and a bank 
or other private lending institution. 
Direct loans are made by the SBA 
alone. 

Currently, the agency is approving 
60% of all applications. 

With field offices given consider- 
able leeway to act on their own, re- 
ports usually are made within 30 days. 
All applications rejected in the field 
are reviewed automatically in Wash- 
ington. 

How to qualify. In the act which 
created the agency, a “small business” 
is defined as one which is indepen- 
dently owned and operated and which 
is not dominant in its field. The SBA 
also takes into account sales volume 
and number of employes. Most re- 
tail and service trade firms are 
“small” if their yearly sales or re- 
ceipts are $1,000,000 or less. 

In addition, there are these credit 
requirements: 

(1) An applicant must be of good 
character; (2) there must be evidence 
of ability to operate the business suc- 
cessfully; (3) he must have enough 
capital in the business so that with the 
SBA loan assistance it will be pos- 
sible for him to operate on a sound 
financial basis; (4) the proposed loan 
must be “of such sound value or so 
secured as reasonably to assure re- 
payment”; and (5) the past earnings 
record and future prospects of the 
firm must indicate ability to repay the 
loan out of income. 

On the other hand, loans cannot be 


made for a number of reasons—pri- 
marily if the money is otherwise 
available at reasonable terms; if the 
money is to be used to pay off old 
debts or to be distributed to the own- 
er or shareholders; or if the money 
is to be used in illegal or unsound 
business operations. 

The maximum amount of federal 
funds that can be outstanding to any 
one borrower is $350,000. 

Loans generally are repayable in 
monthly installments with full right of 
prepayment. Maximum maturity is 
usually 10 years. Maximum interest 
rate on SBA money is 542%; a par- 
ticipating bank may charge more on 
its loan if the rate is “legal and rea- 
sonable,” and the SBA will drop its 
rate as low as 5% if the participating 
bank will do the same. 

Acceptable collateral. Collateral 
may consist of a mortgage on land, 
buildings or equipment; assignment of 
warehouse receipts for marketable 
merchandise; assignment of certain 
types of contracts; a mortgage on 
chattels; or, in some instances, as- 
signment of current receivables. As a 
rule, a pledge or mortgage on inven- 
tories is not considered satisfactory 
collateral unless the inventories are 
stored in a bonded or otherwise ac- 
ceptable warehouse. 

Before applying to the SBA, the 
businessmen must first be turned 
down for a loan by his local bank or 
other local source of financing. In cit- 
ies of more than 200,000  popula- 
tion, there must be refusal by two 
banks. 

In the case of a participation loan, 





FTC Uncovers Racket to Bilk 
Loan-Seeking Businessmen 


The Federal Trade Commission 
has uncovered a new racket de- 
signed to bilk small businessmen 
who may be having trouble getting 
loans. 

Patterned after the advance fee 
real estate fraud, the scheme prom- 
ises loans for the payment of a fee 
and the signing of a “contract.” All 
the victim gets is a “recommenda- 
tion” that a bank make the loan. 

According to FTC investigators, 
the promoters find their prospects 
in the advertisements for small 
business loans. The pitch to the 
businessmen is that the promoter is 
in touch with certain unnamed or- 
ganizations, which will advance 
even more than the amount sought. 
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application is made on SBA Form 4. 
(Copies are available from any of 
SBA’s 52 field offices.) Three copies, 
and three copies of any supporting 
documents, should be filed with the 
participating bank. The bank for- 
wards two copies to the nearest SBA 
office and retains the third copy. 
Two-thirds of all loans approved by 
the SBA are in participation with a 
local, private lender. 

In the case of a direct SBA loan, 
the businessman must file with the 
SBA two copies of the application 
(Form 4) and supporting documents, 
including a letter from the bank stat- 
ing that it is unable to make or par- 
ticipate in the loan. 

“Limited loan” plan. In addition to 
regular participation and direct loans, 
SBA has a “limited loan participation 
plan.” This is designed especially to 
help small concerns, which are un- 
able to pledge as much tangible col- 
lateral as is required for regular busi- 
ness loans, but which have a good 
earnings record, competent manage- 
ment and a creditable record with lo- 
cal banks for meeting their obliga- 
tions. 

SBA’s share of a loan of this type 
can be no more than $15,000 or 75% 
of the total amount of the loan, 
whichever is the lesser. The amount 
of the loan provided by the bank 
must be, in most cases, “new money” 
—that is, it cannot be just the re- 
financing of money already owed 
to the bank. 

Maximum maturity of a “limited 
loan” is five years. Interest rates are 
the same as in the regular participa- 
tion or direct loans. 

The business firm seeking a “lim- 
ited loan” should apply directly to 
the bank which will join SBA in mak- 
ing it. There must be three copies of 
SBA Form 6 plus supporting docu- 
ments. The bank sends to SBA two 
copies, along with a letter stating the 
bank’s opinion of the character and 
ability of the applicant’s management, 
the firm’s future business prospects 
and repayment ability and the recom- 
mended loan terms and conditions, 
including collateral required. 

It is the responsibility of the bank 
to determine the adequacy of the 
proposed collateral and to obtain the 
pledge of collateral. 

Free assistance. As a general rule, 
SBA requires that it be named bene- 
ficiary in a life insurance policy, 
which covers the life of the principal 
owner of the business and which is in 
the amount of the loan approved. 

The SBA makes no charge for in- 
formation and help in the preparation 
and filing of a loan application or for 
other assistance with financial man- 
agement problems. 

Subject to the agency’s approval, 
the applicant may pay reasonable 
costs for services rendered by attor- 
neys, appraisers and accountants in 
connection with preparation of the 
application or making of the loan. 

(continued on page 62) 
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BUSINESS LOANS 
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SBA Field Offices 


Boston 9, Massachusetts: 131 State Street, 
Edward J. Stewart, regional director; Au- 
gusta, Maine: 335 Water St., George B 
Coffin; Concord, New Hampshire: New 
Hampshire State Employees Federal Credit 
Union, 17 School St., Sheldon Miner; Mont- 
peller, Vermont: 79 Main St., Gordon W. 
Morris; Providence, Rhode Island: Room 310 
Smith Bldg., 57 Eddy St., Anthony S. 
Stasio 

New York 4, New York: 42 Broadway, 
Arthur E. Long, regional director; Hartford, 
Connecticut: 70 Arch Street, Charles C. 
Foster; Syracuse, New York: Chimes Build- 
ing, 500 So. Salina St., Norbert J. Finkler 

Philadelphia 7, Pennsylvania: 1015 Chest- 
nut Street, William H. Harman, regional 
director; Pittsburgh 22, Pennsylvania: Ful- 
ton Building, 107 6th Street, Fernand A 
Thomassy 


Richmond 20, Virginia: 900 No. Lombardy 
Street, Clarence P. Moore, regional director; 
Baltimore 2, Maryland: 611 Calvert Bldg., 
Fayette & St. Paul Sts., Meredith R. Hoff. 
master; Charleston, West Virginia: David- 
son Bidg., 910 Quarrier Street, Delbert E 
Williams; Charlotte, North Carolina: 1116 
Independence Bidg., 102 W. Trade St., Robert 

Horning; Columbia, South Carolina: 
Room 103 Universal Bldg., 1745 Sumter 
St., Howard M. McKenzie. 


Atlanta 3, Georgia: 90 Fairlie 
N. W., James F. Hollingsworth, 
director; Birmingham, Alabama: Room 206 
Exchange Blidg., 2109 Fifth Ave. North, 
Fred H. Foy; Memphis, Tennessee: 732 
Falls Bldg., 22 No. Front Street, Morris G 
Heins, Jr.; Miami 32, Florida: 301 Hunting- 
ton Bidg., 168 Southeast First St., James 
Carpenter; Santurce, Puerto Rico: P. O. Box 
9442, 1255 Ponce de Leon Ave., Antonio 
Yordan; Knoxville, Tennessee 315 Empire 
Bidg., 624 Market St. S. W., Curry . 
White; Jackson, Mississippi: 820 Electric 
Bidg., 128 South West Street, George A. 
Field 


Street, 
regional 


Cleveland 13, Ohio: Standard Bldg., 1370 
Ontario St., James G. Garwick, regional 
director; Louisville 2, Kentucky: Suite 413, 
Federal Bldg., 6th & Broadway, Richard B. 
Blankenship. 

Chicago 6, Illinois: Room 1402, 226 W. 
Jackson Blvd., William H. Kelley, regional 
director; Des Moines, Iowa: 507 W. Grand 
Ave., Kenneth B. Fairall; Indianapolis 4, 
Indiana: Room 721, Farm Bureau Insurance 
Bidg., 130 East Washington St., Earl W. 
Merry; Madison, Wisconsin: 313 New City- 
County Bldg., 210 Monona Ave., Robert W. 
Davis. 

Minneapolis 1, Minnesota: 301 Metropolitan 
Bldg., 2nd Ave. & 3rd St., Robert C. Alm, 
regional director. 

Kansas City 6, Missouri: Home Savings 
Bldg., 1006 Grand Ave., C. I. Moyer, region- 
al director; Omaha 2, Nebraska: 705 Fed- 
eral Office Bldg., 15th & Dodge Sts., Lyle 
S. MacKenzie; St. Louis 1, Missouri: Room 
318, U. S. Customs House, 815 Olive St., 
Mrs. Ruby Koelling; Wichita 2, Kansas: 
301 Bitting Bldg., 107 No. Market St., 
Lawrence M. Gibson. 


Dallas 2, Texas; Fidelity Bldg., 1000 Main 
St., Chris W. Ferguson, regional director; 
Houston 2, Texas: Veterans Administration 
Bidg., 1424 Hadley St., Henry A. Schumacher; 
Little Rock, Arkansas: 620 Rector Bidg., 
405 W. 3rd Street, William F. Struby; New 
Orleans 12, Louisiana: Room 303, Federal 
Office Blidg., 610 South St., Justin Green; 
Oklahoma City, Oklahoma: 315 Bankers 
Service Life Bldg., 114 No. Broadway, Owen 
C. Jones; San Antonio, Texas: 412 Kallison 
Bldg., 434 So. Main Avenue, James R. Wood- 


Denver 2, Colorado: Railway Exchange 
Bidg., 909 17th Street, Harold R. Smethills, 
regional director; Salt Lake City, Utah: 
Room 518, Phillips Petroleum Bldg., 68 South 
Main St. Donald J. Daynes; iiaane. 
New Mexico: Korber Bldg., 2nd and Copper 
N. W., Raymond A. Melton. 


San Francisco 11, California: 40 Davis 
Street, Edward L. Turkington, regional 
director; Honolulu, T. H.: Room 510, 119 
Merchant St., Joseph P. Wasserburger. 

Seattle 4, Washington; Smith Tower, Rm. 
1220, 506 Second Avenue, Robert F. Buck, 
regional director; Helena, Montana: Room 
412, Power Block, Corner Main & 6th Ave., 
William T. Beaumont; Portland 5, Oregon: 


811 Southwest Washington St., John G. 
Barnett; Anchorage, Alaska: M & S Build- 
ing, 424 Fifth venue, Frank M. Reed; 
Boise, Idaho: U. S. Post Office & Court 
House Bidg., 8th & Bannock Si., P. O. Box 
933, Robert M. Hurlbut. 

Los Angeles 13, California: 312 W. 5th St., 
Donald McLaman, regional director; 
Phoenix, Arizona: 502 Arizona Savings 
Bldg., 112 No. Central Ave., Robert F. 
Houk. 

Detroit 26, Michigan: 311 West Congress 
Street. Frederick W. Pritchard, regional 
director. 





Free Sales Advice 


The next time you see a Woos- 
ter Brush Co. salesman, ask him 
to lead your own retail sales 
clinic. 

Many manufacturer sales 
meetings are replete with facts 
on products. But the usual for- 
mat was replaced at Wooster’s 
last sales meeting with a re- 
quirement that each man pre- 
pare a presentation that would 
assist the dealer as well as Woos- 
ter in solving basic sales prob- 
lems. 

The details may vary, but 
sales fundamentals exist at man- 
ufacturer, distributor and retail- 
er levels, a company spokesman 
explained. 




















Increase Sales with 


tem fe 
REDWOOD 


BUSS No. 41 PLANER 


PERFECT CHOICE FOR 
LUMBER YARDS 
and SMALL SHOPS! 


A MEDIUM size, wedge-adjusted plan- 
er which is widely used in nearly 
all phases of the wood-working industry. 
Equipped with sectional feed roll, sec 
tional chip-breaker and four driven 
rolls which permit planing pieces of 
varying thickness without danger of 
kick-back. Has built-in knife 

grinder, variable spend, in- 

stantaneous control of lower 

rolls, instantaneous 

micrometer control of 

pressure bar, shear- 

ing bar and other 

pigaty desirable 

features. Sturdy, 

semli-steel cast 

frame. Capacity: 

24". 26"* of 30" 

x 8". A real pre- 

cision, production 

machine at mod- 

erate price. Write 

for descriptive 

bulletin — No. 54, 


Certified K.D. 
All Grades 
All Patterns 
Mouldings 


TREE FARMERS AND MANUFACTURERS 


FORT BRAGG 
CALIFORNIA 


Park Ridge, Ill. 
New York 


San Francisco 
Los Angeles 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, MICHIGAN 
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INLAND STEEL PRODUCTS COMPANY 
DEPT. B, 4029 West BURNHAM STREET * MILWAUKEE 1, WISCONSIN 


ATLANTA @ BALTIMORE @ BUFFALO © CHICAGO @ CINCINNATI @ CLEVELAND @ DALLAS ®© DENVER © DETROIT 
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McCRACKEN MODULAR PACKET is han- 
dled by Mod-U-Lift boom attachment to 
lift truck. Six of these 2’-wide packets 


can be strapped together if desired. 


ae 
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Surcharge Dropped for Unit-Shipments 


* Oregon mill converts almost completely to modular 
strapped units with resulting savings in loading time. 
* Other mills say conversion is too expensive at the present 


time. 


* Water shippers are ardent boosters of packaged unitized 


loading. 


Boxcar shipments of Douglas fir 
and ponderosa pine in strapped, unit- 
ized McCracken modular packets are 
available at no extra charge from Elk 
Lumber Co., Medford, Ore. 

Elk is the first known mill to drop 
the surcharge to dealers for the 
strapped unit loads. 

“We figure it costs us 75¢ per 
thousand to make up the modular 
packets on our planer chain. But we 
save at least that much by faster load- 
ing of the packets into the boxcar,” 
said George Flanagan, general man- 
ager. 

The Oregon mill has a capacity of 
200,000 board feet per eight-hour 
shift; ships only dry lumber. 

Time saved. A normal hand-loading 
team consists of a tally man, a man 
outside the car and a man inside the 
car. This team will load 1% cars a 
day, working on day wages. On load- 
ing easy items they might load up to 
two cars a day. 

“An experienced three-man crew 
can fill a car of McCracken packets 
in half that time,” explain Flanagan. 
“And while a hand crew loads a 
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30,000 bd. ft. car, the mechanical 
crew puts in 50,000 feet of lumber.” 
(The extra footage is the result of 
engineered loading). 

“There are fast-working gyppo or 
hourly contract car loaders, who may 
load twice as fast as the wage earners 
and will make up to $4 per hour for 
themselves. But the saving goes mostly 
to the loaders, not the mill,” Flanagan 
said. 

Not easy. Conversion from hand 
loading to mechanical handling at a 
mill can be costly. “We had a com- 
paratively easy job of it, but even then 
it cost $200,000 to make the change,” 
Flanagan said. 

To switch to unit loading, the Med- 
ford mill began to sell out of inventory 
rather than off the planer chain. This 
required about 50% more storage 
sheds because Elk ships only dry 
lumber. A covered car-floor level 
loading dock was needed and more 
space required on both sides of the 
planer sorting chain. 

“We pull for McCracken packets 
on one side of the chain, pull other 
lumber for hand-loading on the other 


side. In packaging pine commons, 
there are so many grades and lengths 
you can’t do it unless you pull from 
both sides of the chain,” Flanagan 
said. 

Small packets. The so-called Boise- 
Sterling packages of lumber (4’ wide 
by 30” high) can only be loaded in 
50’ double-door boxcars and are ac- 
ceptable only at large yards, Flanagan 
said. 

Since most of Flanagan’s lumber is 
shipped in 40’ single-door cars, it is 
necessary to use the smaller McCrak- 
en packets, which are 2’ wide by 
10” high. Some mill people have told 
Flanagan that it costs them $4 to $8 
per M to make up a carload of the 
modular packets; but Flanagan’s net 
cost is nothing. 

With the smaller McCracken units, 
even the smallest yard without fork 
lift trucks will benefit because these 
units provide automatic visual board 
footage count. (For details of the 
McCracken system, see special reprint 
available from American Lumberman 
at 50¢ each.) 

“If a dealer wants the bigger Boise- 
Sterling unit, we make them up by 
banding together six McCracken pack- 
ets,” said Flanagan. “This costs us 
about $1 per M, which we pass on to 
the retailer. The big retailers are glad 
to pay this for the extra convenience 
to them in unloading the larger pack- 
ages.” 

Possible freight saving. At the sug- 
gestion of railroad officials, Flanagan 

(continued on page 68) 


February 16, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





SUCCESSFUL man 
F \ once said, ‘‘Give 


me people who are dis- 
content with things as 
they are. These are the 
ones who forge ahead 
by reaching out for to- 
morrow.” 

At National Gypsum 
Company we try to be 
such people. First by 
looking hard at our prod- 
ucts and services. Then 
by asking, “How can it 
be done better ?”’. 

This is planned dis- 
content. It is born of an 
honest belief that men 
with their eyes to the fu- 


ture can always stay —a 


step ahead of tomorrow. 


Phe following pages 


show what we mean. 


eres 
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Gold foal 


BUILDING PRODUCTS 


op aliead of tomorroV 
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A Typical Order: This car shows just a few of the Gold Bond 
products you can get in a typical top-loaded car. The list varies 





from region to region 


(4) mineral wool insulation 2) gypsum sheathing @® gypsum wallboard 
and grainboard 4 joint cement and systems 5 joint tape 6 corrugated 
“250° asbestos sheets (1) flat asbestos sheets (8) Gypsolite Plaster (9) gauging 
plaster ({§) Keene's Cement Tl) wood fibered plaster (12) concrete bond 
gypsum plaster (19) extra fibered gypsum cement plaster (14) asbestos siding 
(15) corner bead 16) gypsum lath W metal lath 
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Order dozens of products in one car, 
save time, money and space 


Under Gold Bond’s Top Loading program you can order small 
quantities of almost any Gold Bond product, shipped with your regular 
gypsum car. This makes it easy to keep inventory in balance. 

Your money and warehouse space aren’t tied up in extra stock. 

Top Loading means faster delivery on some products, and 

less than LTL or LCL prices on many. 

Ask your Gold Bond® salesman how Top Loading can cut your shipping 
and storing costs. He'll be glad to give you the full details. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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is applying for special rates for 80,- 
000-lb. and 100,000-Ib. rail car loads. 
e TRELLISES : ry “You can’t get 100,000 pounds of 

Ail lumber into a 50’ car using the 
°° ARBORS Bia . = ve. Boise-Payette package, but you can 
: : with the smaller McCracken units,” 
®e FENCES Bug * he said. 


“If we were allowed, say, a 20¢ 


C5 12041SHC0 +O 


deliv: 8 } Ly if Me A! reduction for the big load in the 50’ 
Oe ete fer math Sis a is _ Muses car, on the $1.47 rate, this would 
Pion gure quantity a HHH | mean a saving of $4.25 per M, a 10¢ 
apply on these balanced — ae? cut on an 80,000-lb. minimum car 
; would mean a saving of $2. The mill 
could split this saving with the retailer. 
“Of course, the railroad would 
make the biggest saving, because it 
doesn’t cost much more for them to 
haul 100,000 pounds than it does 
50,000 pounds and the number of 
cars would be reduced.” 


Other opinions. Although Elk Lum- 
ber has successfully converted for 
cost-saving loading of strapped pack- 
ets, there is little indication that other 
mills who sell to retailers are ready 
to make similar conversions so that 
surcharges can be dropped. 

American Lumberman interviews 
with west coast mill people revealed 
104 107 an interest in unitized lumber. But 
they generally hedged on the prime 


WE SUGGEST YOU ORDER FROM THESE FIVE question: When will unit shipments 
SALES PROVEN ASSORTMENTS * really replace “loose” loading on a 


large scale?” 

Jem SIZE eta A ty. Barty. Cary. Dar. Earv. The cost of converting a mill to 
. 110 Trellis 15"x6° $1.77) 6 12 12 24 48 mechanical loading is probably the 
. 109 Trellis 18"x7" $ 2.29 12 24 major deterrent. 
oe ee toe PM Some amills, including one of the 
" 016 Fen é’ high $ 2.39 12 12 24 36 most modern mills in the U.S. com- 
‘ 9g . 

. 305 Pergola  7’high $21.95 3 6 pleted recently, will have a_ hard, 

. 303 Arch 6%" high $10.95 5 8 costly time of making a change,” said 

. 502 Fence 12"x3’ $ 83 24 48 48 48 144 Flanagan. “Some mills would almost 

. 509 Fence 18"x6’ $$ 3.79 12 24 have to abandon their present planing 
. 71620 Roll Fence 16”x20' $ 5.98 4 4 12 12 25 and loading setups.” 

TOTAL RETAIL $68.80 $113.68 $260.76 $504.24 $1,003.72 Weyerhaeuser Timber Co., Tacoma, 

Wash., ships dry lumber. “We're sym- 

pathetic to unitized loading,” said J. R. 

DEALER GROSS PROFIT $27.52 $ 45.47 $104.30 $201.70 $ 401.49 | Titcomb, manager of lumber and 

plywood. “We found some years ago 

ADDITIONAL QUANTITY DISCOUNT $ 7.82 $ 22.69 $ 60.22 there was a small demand and we 

TOTAL WEIGHT (LBS) nT 835 1,690 were probably the first to load a good 

percentage of cars. 

“We'll unit-load as long as the 
customer pays for it. Over the years 
our unit loading costs have run $3.50 
to $4 per M more than hand loading. 
As larger dealers began asking for 
unit loads and paying some premium, 
this brought our costs down to $2 per 
N 
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PLEASE SHIP 
TNE FOLLOWING WOODWORKING COMPANY 
10 Beharrell Street West Concord, Mass. 


* ASSORTMENT 21 West Taylor Street Chicago 5, Illinois 


“But unit loads are made to custom- 
er order. Some want a full-size pack- 
age; some a half-package. Because of 
our loading docks, built for hand 
loading, we have to put the lumber 
into the car by hand and then strap 
it in the car. In some of our mills 
where we have heavy fork lift trucks, 
we load mechanically. 

“But even today we will load out 
| perhaps only a dozen cars a month 
./ (continued on page 70) 


over 200 Lawn & Garden Wood Products 
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You get a photo of 
every metal lath carload 
before the shipment arrives 


When you order a carload of Gold Bond 
Metal Products we photograph both ends 
of the car after it is loaded and braced. 

The photographs are mailed to you the same 
day the shipment is placed in transit. 

You get the pictures before the car arrives. You 








know in advance how well the shipment 
was protected to insure safe arrival. 

This gives you time to plan your unloading 
technique. It shows the care and attention 
we give to your order. 

National Gypsum Company provides many 
convenient services like this to make your 
materials handling easier and faster. Ask your 


Gold Bond® representative to tell you more. 


NATIONAL GYPSUM COMPANY 
BUFFALO 13, NEW YORK 
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UNIT SHIPMENTS 


(begins on page 64) 





on a unit basis—out of about 2,000 
cars shipped.” 

Overblown? “From the beginning, 
we felt the advantages of unit loads 
were overblown,” he _ continued. 
“There’s a natural block to it. I’ve 
never been able to see the fundamen- 
tal demand for it. And the lack of 
wide-door boxcars will always limit it. 
We have trouble even getting enough 
double-door cars for plywood shipping 
and it’s almost a necessity here. 


“When we heard of the McCracken 
systera, we thought it would eliminate 
the need for wide-door cars. We set 
up one mill to experiment. Even here 
our costs ran $2 to $3 over the cost 
of loading by hand. In my opinion we 
can never load a car this way as 
cheaply. 

“We tried wire and we tried strap. 
We tried different sticker arrange- 
ments to try to get away from dia- 
mond stickers. And as we _ experi- 
mented, we developed unit-loaded 
cars we had trouble selling. We 
couldn’t find the demand for these 
cars. 

“We are all in favor of doing all we 





LET THE 


PICKE 
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RING 


BUYING LUMBER 


Sugar 
Pine 
Ponderosa 
Pine 
White Fir 
Incense 


Pick Pickering for Quality, Value, Service 


For interior or exterior uses, you can't beat Pickering lumber. It comes from 
fine, mature-growth, altitude timber. It’s well-manufactured, accurately graded 
to Western Pine Assn. standards, and carefully loaded in clean cars. For 
nearly 64 years Pickering has been known for satisfaction to customers. 


Send for the Pickering Color Brochure—showing illustrations of Pickering's 
timber and facilities—and telling the Pickering quality story. Let us demon- 
strate to you how well Pickering can serve you. 


PICKERING LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 


MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 

JE 2-7141 

WA 8-4213 


Telephones: Sonora 


Tuolumne 


Circle No, 70 on Handy Cover Card 


Standard, Calif. 
Tuolumne, Calif. 
TWX Sonora 116-U 





can to cut lumber distribution costs, 
but we doubt now if unit loading will 
do it,” he added. 

Titcomb pointed to the trend to- 
ward retail yard relocation as a bar- 
rier to unit loading. 

“Retail yards are moving off the 
railroad. There is a definite trend 
toward hauling lumber to midwestern 
yards from west coast mills by truck. 
Even now there is lumber moving by 
truck into Salt Lake City. And it will 
get farther east.” 

Titcomb noted that there is a dif- 
ference in unitizing possibilities be- 
tween Douglas fir and the western 
pines. 

“Fir doesn’t lend itself too well to 
unit loads because of length,” he said. 
“Pine runs to fewer items and a 
smaller assortment of lengths. On fir, 
we cut up to 24 feet for retail trade, 
but pine stops at 16 feet. Also, our 
typical carload order for pine includes 
far fewer items than does the typical 
Douglas fir car. When you have a lot 
of a few items, you can package more 
readily.” 

Sales manager talks. Earl Arthur, 
sales vice-president for coast mills of 
Weyerhaeuser, was interviewed in his 
Tacoma office. 

“When we experimented with Mc- 
Cracken units,” he said, “we made up 
five cars. We offered them to the trade 
without charge for loading, but had 
trouble moving them, even though one 
of them went to one of our own yards. 

“In one recent month, out of 1,000 
cars shipped from one group of mills, 
we sold 10 cars unit-loaded. In our 
inland mills, where more of the cars 
contain but a single item, the per- 
centage is higher, perhaps 10%. The 
coast mill record is about 1% of cars 
shipped. 

“It would cost us $6 million to 
rebuild for unit loading, if we could 
do it at all,” Arthur added. 

“And there is a practical problem 
for the retailer to consider,” he said. 
“If you ship the retailer a unit 4’ 
wide, he can’t haul that width over 
the highways of many states. In Illi- 
nois, for example, you can’t run a 
truck wider than 8’. The truck stakes 
are inside this width, so this means 
you can’t get two 4’ packages side by 
side on the truck. You must haul less 
lumber if you haul it in the 4’ wide 
packages. 

Water shipments. ‘““There’s a trend 
toward unitizing for water shipment 
to the east coast,” Arthur said. “While 
we have to pay the stevedores 5¢ per 
hour more when they load ships with 
packaged lumber, they handle a much 
greater footage.” 

Other sources indicated that cur- 
rently less than 15% of water-borne 
lumber to the east coast is unitized. 

Other problems. “We’ve spent a lot 
of money,” Arthur said. “We began 
working at Coos Bay on packaged 
lumber for water shipment. The 
2’x4’ package developed there is 
almost universally accepted on the 
east coast. The California buyer wants 

(continued on page 72) 
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Color-coded mineral wool packages 
simplify order filling and inventory 


Now you can spot the exact size insulation you need from clear 
across the warehouse! The outside package of each thickness of Gold Bond 
Mineral Wool Insulation has its own identifying color. Makes it easier 
than ever to keep your stock up-to-date. 
You can unload faster, fill orders quicker and more accurately — see at 
a glance when it’s time to reorder. 
This new color-coding system (A Gold Bond exclusive!) will simplify your 
entire warehouse operation. See your Gold Bond® man. 
He'll be glad to give you the full story. 
NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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his lumber this way 6n open cars. 
We've tried covers of kraft paper and 
plastic, but they don’t stay on. People 
steal the plastic to make into raincoats. 

“We in the lumber industry must 
realize that we supply less than 5% 
of the freight hauled by railroads. Be- 
cause of this they probably can’t do 
very much on special car building. 
But even so, one railroad has built 
a car with a 20’ door on one side at 
one end, the same door at the other 
end on the other side. This car now is 
running between the coast and St. 
Paul; the railroad won't let it go off 
their rails. This car is economical to 
load and unload. However, you need 
a big fork truck to get the full econ- 
omy.” 

Other shippers speak. At Eugene, 
Oreg., transit car shippers were inter- 
viewed. 

“The unit load is a merchandising 
gimmick,” commented one transit car 
man. “It’s a gimmick on a par with 
anti-stain and end-waxing and end- 
painting. We ship unitized cars mostly 
in studs, with very little of other items 
unitized.” 

“I can’t see what real advantage a 
retailer would have,” said a whole- 


A new provision of the National 
Hardwood Lumber Association re- 
inspection guarantee gives financing 
protection to shipments of hard- 
wood lumber in strapped bundles. 

The guarantee will apply on 
strapped parcels even though at time 
of original inspection they are 
“piled down” for later shipment. Up 
till last month, the guarantee was 
void on all “piled down” inspections 


Financial Guarantee for Strapped 
and Sealed Hardwood Shipments 


made at point of origin. 

Shippers are responsible for strap- 
ping bundles at time of original in- 
spection. This includes supply of 
steel strapping (at least two straps 
per bundle), labor and equipment. 
National inspectors have been fur- 
nished a supply of official seals and 
will affix one seal to each parcel 
under the clip before the clip is 
tightened. 











saler. “The most a retailer would pay 
to unload a car is $2 per M; thus, he 
couldn’t save any more than this, so 
why pay the mill that much extra? If 
I was running a lumberyard, I’d want 
to look at the pieces in the package to 
be sure of what I was getting. 
“Another angle is that if the retailer 
sells lumber in 2,000-foot lots, he can 
afford to store his lumber that way, 
but most dealers don’t sell like that. 
“There’s a good Chicago retailer 
who gets his lumber loose in boxcars, 
unloads by hand, then staggers the 
ends of his piles. He orders go out 
averaging 50 pieces each. He comes 
to the pile with his fork truck, lifts one 





Chef's Wagonette — 
an exclusive and 
portable companion 
to the outdoor grill. 
Has seat, Formica cut- 
ting board, condi- 
ment rack, utensil 
hangers, storage area, 


Club Series—Personalized withcustom- 
er's initials. Rugged— made of finest 
woods. Colorful enamel finish; non- 
slip rubber feet. Ideal indoors or out. 


Tie in with Gochen for ctepped up sales ! 
Most complete and fastest selling line ! 


Zephyr Swing—smooth in action—posture-safe in ge 

its form-fitting seats. Constructed for years of use. 

Appealing colors in weather-resistant enamels. € 
GOSHEN 


goshen costen 


Eatatdiched in 1891 
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Send coupon for new full-color catalog! 
Goshen Manufacturing Co., Dept. F 

Goshen, Indiana 
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color, plus data on____ = 
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staggered section and loads. He keeps 
his sheathing piled in 1,000-foot units 
in staggered piles. He has all the 
advantages here of unit loading, with- 
out being tied down by its disadvan- 
tages. 

“You can spend more time on these 
labor-saving deals than it is worth,” 
he concluded. 


The other side. There are always 
two sides to every question. Another 
wholesaler came up with this. 

“If any mills tell you there’s not an 
increasing trend toward packaged 
lumber, it is due to their own objec- 
tions rather than to the demands of 
the trade. I estimate this year some 
30% of our sales were in packaged 
units. There is demand for it in all 
types of lumber—perhaps more in 
boards but it is rising strongly in 
everything. 

“Mill surcharges for unitizing? A 
good shipper can reduce the surcharge 
or eliminate it in most markets. 

“But the mills can’t say the trade 
doesn’t want packaging,” he conclud- 
ed. 

Mill availability. In a recent issue 
American Lumberman_ published a 
list of mills in all commercial species 
offering unitized lumber. To add to 
this, the most recent membership di- 
rectory of the West Coast Lumber- 
men’s Association comprising 150 
Douglas fir mills, reveals that 99 of 
them will unit load, while 51 do not 
indicate their practice. The mill direc- 
tory of the Western Pine Association 
does not reveal mill practice on unit 
loading. 


Water shippers speak. Coming out 
strongly in favor of unitized loads is 
the Intercoastal Lumber Distributors 
Association. That group at a recent 
meeting approved a resolution recog- 
nizing packaged lumber as one impor- 
tant means of effecting savings. 

“We will vigorously promote the 
increased use of packaged lumber to 
all segments of the industry,” they 
said. Their specification for packaged 
lumber calls for a 4’ wide package, 
15 pieces high. 

“As steamship operators, we feel 
packaged lumber must come,” said 
Captain Meier of the States Marine 
Isthian lines. 
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Electronic Order Processing 
means fast deliveries, accurate orders 


Your order can be on our shipping platform just 13 minutes 
after it gets to the district sales office. That’s how fast Gold Bond’s 
Electronic Order Processing system works. It’s accurate, too: 
typed only once, your order is copied and relayed electronically. 
There’s little chance for human error. 

Ask your Gold Bond man for the full story about this 
exclusive Gold Bond® service. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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WINDOW-FRAMING DEPARTMENT is one of the specialized operations at Walbrook 
Mill & Lumber Co. 


Specialized Millwork Keeps Dealer Busy 


Latest shop equipment helps Baltimore dealer handle di- 


versified custom jobs. 


Turning out items from custom 
doors to prefabricated builtin kitchens, 
the millwork department Operated by 
Walbrook Mill and Lumber Co., Bal- 
timore, is responsible for about 50% 
of the firm’s $600,000 annual volume. 

To expedite the millwork opera- 
tion, the department is divided into 
three main areas—the cabinet shop, 
framing millwork shop and an area 
confined to custom work. 

Each department works independ- 
ently of the others, but because they 


oe 5s 


CUSTOM JOBS range from TV and high fidelity cabinets to 


institutional millwork. 


74 


are under one roof, operations can be 
dovetailed when necessary to handle 
any type of job. Each of the 40 em- 
ployes handles one specific job. 

“Architectural millwork makes up 
most of our work load,” says Julius 
Zulver, secretary. “We bid on school 
work, institutional work and always 
have some government contracts to 
fill. We do some special work for 
houses in the upper price bracket and 
some special jobs for other lumber- 
yards. 


“Our mill is equipped with all types 
of wood-working tools, an important 
factor in handling this type of work. 
After a fire in 1951, we not only re- 
built and expanded, but equipped the 
shop with the latest machinery. Ex- 
plosion-proof lights, air conditioning 
and overhead doors to expedite de- 
liveries were included in the layout, 
in addition to a complete finishing 
and paint-spraying department.” 

The entire operation occupies al- 
most five acres with private siding; 
another spur runs into the center of 
the yard. Two fork lifts and two 
pickups equipped with DeKalb bodies 
speed materials handling. 


COUNTERTOP COVERING applications round out the builtin 


kitchen cabinet service. 
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Marlite business is good... 


Dealers report Marlite sales are best ever! 


No question about it . . . right now is the time to cash 
in on profitable Marlite paneling. Reason? Marlite 
fits the growing remodeling market like a glove. 

It pays to back a winner .. . and Marlite is ahead 
in sales all over the country. It is one of your highest 
profit items, both in percentage and in total dollars 
of profit per sale. A little extra effort will net you a 
lot of new, profitable Marlite business. And there’s a 
Marlite wholesaler near you, ready to serve your 


4 ® . “ae » 
Marlite plastic-finished paneling *#=3% 


needs . . . take advantage of his delivery service. 
You'll find Marlite is easy to handle, easy to sell. 

New Marlite newspaper ad mats and radio an- 
nouncements are now available. Plan now to use 
them and other effective Marlite sales aids. Call 
your Marlite representative or wholesaler today and 
take advantage of your opportunity for bigger sales 
and profits with Marlite. Marlite Division of 
Masonite Corporation, Dept. 241, Dover, Ohio. 


“PRov, 
% 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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INTEGRATE 


ALUMINUM 
PRIME & STORM-SCREEN 





SLIDE-O-RAMIC “400” Horizontal Slider 


Designed for ranch and modern architecture. 
Sash glides on stainless steel track. 


- 
Wisco, Inc., AL-6, 4015 Michigan Ave., Detroit 10, Mich. ] 
Please Air Mail me complete information on: | 
() Wisco Primary Windows 
(CD With Integrated Storm-Screen Units i 
() Wisco Picture Windows | 

(] Wisco Aluminum Siding | 

! 
| 
| 
| 
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Primes and Storm Units arrive fully assembled as 
ONE PACKAGE ready to install.* 

SINGLE PACKAGE with Wisco’s integral nailing fins 
installs in minutes by manufacturer or builder. 


Storm Units are precision-fitted into Prime frame at 
Wisco. 
Integrated Prime and Storm Unit insulate like “dual 
glazing”. 
Sizes, styles for all openings, types of architecture. 
Heavy, extruded aluminum structural members. 
Completely weatherstripped. 
Designed to meet F.H.A. Requirements. 

*Storm-Screen Units can be added later. 
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SERIES “300” DOUBLE HUNG 


Both sash are removable from 
inside for easy cleaning, easy 
reglazing. Series “300” also 
available in twin and 

triple units or can be 

mulled for special effects. 


Beautiful PICTURE 
WINDOWS by WISCO 
are available, too. 


NEW WISCO win 


LAP AND VERTICAL SIDING 
NOW AVAILABLE 
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From the Newest and Most Modern Nail Mill 


CONTINENTAL NAILS 


INOW CLEANED BY A NEW 
AND SUPERIOR 


CHEMICAL PROCESS 


The extra features that lead to extra volume 
are all there in Continental Nails. First of all, 
Continental’s nail cleaning process embodies 
the latest advance in nail cleaning technique. 
Nails are given a 3-step chemical cleaning, then 
weighed and packaged—all in one continuous 
automatic operation. Part of the weighing 

and packaging operation is shown at left. 


CONTINENTAL NAILS ARE SHARPER—No 
dulled or blunted points. The “‘dewhiskering”’ 
step keeps points sharp for easier starting. 


CONTINENTAL NAILS ARE CLEANER~—Not one 
but three separate cleaning operations produce 
nails so clean they pass the “‘white glove” test. 
Or pass a Continental Nail across your cuff to 
see how clean it is! No more work smudges. 


CONTINENTAL NAILS HAVE GREATER 
HOLDING POWER—Clean, unpolished surfaces 
give nails greatest holding power. They grip 
the wood fibers more tightly, hold more securely. 
But that’s not all. Continental Nails have well 
centered heads, of uniform size and thickness. 
Only the proper grade of selected steel of 
correct stiffness is used. Sharp, accurately 
formed points stay sharp in the cleaning process. 
Learn more about sharper, cleaner Continental 
Nails. See your jobber now. Write for FREE 
copy of the new Continental Nail Guide. 





“SO CLEAN THEY PASS THE WHITE GLOVE TEST!” 


CONTINENTAL STEEL 


CORPORATION @ KOKOMO, INDIANA 


PRODUCERS pitt 15 Types of Farm Fence, Posts, Gates, Barbed Wire. Standard Styles of Galvanized Steel Roofing 
and Siding. Nails, Staples, Lawn Fence, Welded Wire Fabric (Reinforcement—Galvanized), Wire Products. 
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Boosts self-service sales 


NEW K-5 
merchandiser 


—for EASY HANG 
perforated board 
FIXTURES 


Holds one box each of 
twenty-three “Bubble- 
packed" and ‘‘Card- 
mounted” fixtures; ten 
each TE-35 and TQ-1 
in standard boxes, 250 
stabilizers and 90 sq. 
ft. perforated board. 


The new K-5 Merchandiser is a dra- 
matic, traffic-stopping self-service dis- 
play for Easy Hang perforated board 
fixtures. Spot a K-5 in a good location 
in your store and watch sales zoom 
on these popular items. Store tested! 
Occupies small, 24” x 21” floor space. 
Drop-shipped, prepaid from factory, 
eastern and western warehouses. Call 
your jobber or write today. 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 
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DRUM MAJORETTES and bands provided excitement for 3,000 people the 
” first night of the four-day open house at Causeway Lumber Co. 


Fabulous Prizes Draw Crowds 


Hollywood promotion flare lures customers to dealers’ new 


layout in Florida. 


Spectacular promotion and hoop- 
la that would do credit to Holly- 
wood marked the recent opening 
of the Causeway Lumber Co., 
Fort Lauderdale, Fla. 

Two hundred high school musi- 
cians in two bands blared away. 
Grand prize winners had a choice 
of a jet-flight 21-day trip to Europe 
for two; or a choice of trucks or 
pleasure cars. 

In addition, dozens of useful 
household gifts were given away 
as door prizes daily. Georgia-Pa- 
cific’s Redwood Roadshow drew 
the biggest turnout in its 15,000 
miles of travel. Radio broadcasts 
were made from the store. A 28- 
page newspaper supplement in the 
Fort Lauderdale News told the 
complete story of the products and 
services offered in the new home 
of the 19-year-old firm. 

With suppliers buying most of 
the advertising space, Causeway’s 
actual cost for the supplement was 
under $500, according to Gene A. 
Whiddon, secretary-treasurer. Cost 


DAILY PRIZE 
drawings pulled in 
prospects, al- 
though __ personal 
attendance wasn't 
necessary to win. 
Georgia - Pacific's 
attraction is seen 
in background. 


of the entire promotion was under 
$5,000, including prizes and ad- 
vertising; actual cost of the promo- 
tion was around $10,000. The ma- 
jor item was the grand prize. 

“We could have gotten cooper- 
ation on that if we had been smart 
at the beginning,” asserted Whid- 
don. “We didn’t have an advertis- 
ing agency and just moved into this 
promotion on our own. Instead of 
advertising, many of our suppliers 
sent us checks of $50 to $100. 

A two-week advertising buildup 
preceded the four-day opening cel- 
ebration. Formal invitations went 
out with the monthly statements 
and truck drivers carried an in- 
vitation with every delivery. Sales- 
men also carried invitations with 
them in their car. Four days prior 
to the opening, invitations were 
mailed to local architects and build- 
ers, also county and city officials. 

Causeway employs 90 people. 
O. R. Whiddon is president and sons 
Wilson and Gene are vice-president 
and secretary-treasurer respectively. 











HITE STEEL MEASURING TAPE 
OLLED-SPEED BLADE RETURN”! 


Evans has done it again! Now you can merchandis 
a “sure fire” volume sales builder. It’s the Evans 
“Power-Fifty”. 


This new revolutionary “Power-Tape” was created 
by Evans Engineering Department after more than 
a year of development. It completely eliminates 
the tedious hand winding required with the con- 
ventional 50-foot tapes. The user has “power at 
his finger tips”! All he does is press the power 
button to retract blade ... release button... 
blade stops instantly where wanted. There’s no 
blade creep, measurements are always exact! 


Display it, demonstrate it — sell it! You'll find it 
a real profit builder. The “Power-Fifty” is another 
first from the first name in tapes — Evans! 


RETAILS FOR ONLY +6 98 
e 


Packaged in heavy gauge, transparent 
“pegboard” box identifiable with the 6, 8, 
10 and 12 foot Evans pocket “Power- 
Tapes”. Ready for display in your store. 


The “Power-Fifty” has all the features 
that have made Evans Tapes the largest 
sellers in the industry. 


Available Now From Your Jobber. 
*Power-Fifty” steel tapes, U. S. Patent No. 2,586,386. 


RULE CO. Factories at: 


Elizabeth, N. J. & Montreal, Quebec 
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KEYCORNER LATH 


makes LATH and PLASTER 


an even better buy” 


says A.BERNARD OLSON, president, 
The Olson Lathing Co., Chicago, Illinois 


“Nobody questions the superiority of lath and 
plaster where greater fire resistance, lower main- 
tenance costs and lasting beauty are concerned,” 
declares A. Bernard Olson, one of the country’s 
leading lathing contractors. 

““Keycorner helps make lath and plaster even 
better. Our job experience proves what tests* 
show—that Keycorner almost doubles crack re- 
sistance over other corner reinforcements,”’ he 
explains. ““We know the Keycorner ability to 
fight cracks.” 


*‘And Keycorner is easier to use. The pre- 
formed 4-foot lengths fit into place with no effort 
at all. There’s no time lost, no waste. The open 
mesh of Keycorner makes it easy to plaster over 
—assures full bond with plaster and a better job. 

*“Keycorner gives this extra protection, yet at 
a saving. That’s why we use Keycorner exclu- 
sively!”’ Olson exclaims. ‘‘It lets us give greater 
satisfaction on every job.” 

*Tests with Keycorner, as well as other corner reinforcements, conducted by 


the Research Foundation, University of Toledo. Complete test reports 
FREE from Keystone Steel & Wire Company. 


KEYSTONE STEEL & WIRE COMPANY recria7, wincis 


Keywall +» Keycorner +» Keybead® + Keydeck + 


A typical quality Olson Lathing 
job goes into this 17-flat apart- 
ment building in Chicago. Many 
builders are switching back to 
lath and plaster because of the 
increased fire resistance, lower 
maintenance and permanent 
beauty that plaster walls provide. 


still further to 
you get with Keycorner. 


Keymesh® « 


Keycorner is simple to handle 
and use. This fact assures bet- 
ter workmanship, which adds 
é superior job 


Welded Wire Fabric + Non-Climbable Fence 


Keycorner gives a better plaster 
job. The open mesh assures full 
bond with plaster and gives the 
strong reinforcement that pro- 
vides maximum crack resist- 
ance. Keycorner is also 
galvanized to prevent rust. 
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A. Bernard Olson uses Keycorner because 


” 


it’s part of ‘“‘A better job at a lower price. 








_ This famed brand still keeps“Glive th 

_ its originator, William Fourr. Definit 
_“4-P* physically, Fourr worked as a 

~ gold miner and pony express rider; then fo 1 
ae Te cattle ranch near the stron 


¢ "FRIENDLY | 


. as : * 


oom’ INDIAN’ 
brand 


Asgroplihiy enough, many skilled iiche 

mill workers now help produce SOUTHWEST 

“FRIENDLY INDIAN“.BRAND KD PONDEROSA. 

ied workmanship is one more ingredient*in 
ality lumber. Stock it and profit! 


your family (including you) would like 
a colorful booklet telling about famous 
Arizona Brands... complete with illus- 
trations, brief histories and instructions 
on how to read brand marks . . . we'd 
be glad to send a copy with our compli- 
ments. Just write to our General Sales 
Office, Department A-9. 
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TYPICAL HOMES built by Suburban Lumber Co. The $8,000 
frame house is near the bottom end of the price scale. The 
brick house is in the popular $9,500—$12,500 bracket. 


SUBDIVISI 


AMONG THE LOVELIEST HOMES IN HOUSTON 
PRICED FROM 


10,550 to °15,700 
%& ALL NEW HOME PLANS 
we ALL NEW FEATURES 





1 of « eoler « 

; ant te create cum 
| tom Interiors os in 

| dividual oe your! 
- testes demand, The , 
I sleek tailoring thet | 
: professional decor ; 
: ating produces et 


PARADE OF SUBDIVISIONS 
ad notes features found in 

the homes and uses maps to awe 
show location of each de- 
velopment. TV and direct- 
ional signs are also used 
for promotion. 





| firtures, wallpaper 


ONLY... 


VETS 7) YE i ae 
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SUBURBAN 
TERRACE 


On Yole Se. 
Neer Hohl Elementary 
School 





Wt 82-4854, MO 4.2008 


CHATWOOD , 


Priced for the working 
man. All wooded lots 
9n bus route. Shopping 
center ot addition 


9458 LAURA KOPPE 
ore a Tite, Ox 42808 


OR 4.2759, MO 4-2095 


FONTAINE 
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Minutes to vets y. 15 


nm. Aj 
wooded “eh 4 oak ,,'? er hes 
wo Tig 














seam a 


HOLLY Le 
PARK Nom 


The “In-Town” subdi — emnpo 


vision. 15 minutes to saces Ornes. 2590 w. 180m 
downtown Houston. A un 4s) it ‘Ov 2-288 


Guts 
brick homes wr 24576, OF 22008 





"SHEPHERD @ 
FOREST 
SEC. 


2hos 
ov aa ieeoed 
wants as $aiet 


ia 


Home Building Dealer On-the-Move 


Houston firm develops raw land, fabricates components for 
seven subdivisions; 130-man crew and separate realty com- 
pany gives buyers complete home package. 


One of the major homebuilders in Texas is Suburban 
Homes Lumber Co., Houston. 

Working from raw land to finished sub-divisions, the 
firm currently has seven subdivisions under construction, 
the largest 900 homes stretching over 225 acres. It has 
built 6,000 homes over a 10-year period on the city’s 
north side. 

Pre-cutting components, a 12-man yard crew fabricates 
rafters, window sashes, doors and cabinet fronts in the 


yard for fast on-site assembly. 

“We're thoroughly in accord with the swing toward pre- 
fabrication,” remarked yard manager Lynn Rutledge, “but 
only after we have weighed the advantages in terms of 
saving material and labor. 

“Waste is certainly easier to control on the yard prem- 
ises. And while it’s only a nuisance consideration, it’s al- 
ways simpler not to have to worry about a job source for 

(continued on page 85) 
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HOW TO CUT YOUR ACCOUNTING COSTS DOWN TO SIZE...FAST 


It’s a plan. The Burroughs Typing Sensimatic Accounting 

plan. It provides: 

e Asimple, yet 100% mechanized accounting system. 

e A system geared to all your present needs yet easily 
expanded as needed. 

e A system that gives you up-to-the-instant figure facts 
about your business at all times. 


e Burroughs designed for every step in your accounting. 


With the Typing Sensimatic you just type in any job’s 


Circle No. 48 on Handy Cover Card 


description and location. In one operation you wrap up 
posting and journalizing with complete typewritten 
description. Easier, faster trial balances, too! 


FREE BOOKLET: Call our nearby 
branch for your free copy of From Journal- 
izing to Report Writing today. Or write 
to Burroughs Corporation, Burroughs 


Division, Detroit 32, Michigan. 
Burroughs and Sensimatic—TM’s 


Pd Burroughs Corporation 


Burroughs 
* “NEW DIMENSIONS / in electronics and data processing systems” 
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gives you more 
of just what you're looking for! 


# Top Quality 4 Easy Installation 4 Trouble-free Performance 


...and the best known line in the business! 


DRAWER SLIDES 


K-V OFFERS YOU the most complete line 

of drawer slides on the market today for 

every type of installation. Fast-selling 

too, because builders and householders 

recognize their quality and performance. 

Well designed, sturdily constructed; keep 

drawers from sagging or sticking. Quickly No. 1300 drawer slide. 

ond hy installed. Ask aT parte Lightweight extension slide. Up to 

and casily instaued. Ask your A-V sales 50 pound capacity. Ball bearings, nylon 
representative about this great line—soon. rollers. Sizes 12” to 28”. 


* Ne. 1100 drawer slide. ideal for kitchen and nad home cabinets. Full 25 No. 1400 drawer slide. (Full-Extension) Self-lubricating frictioniess Soares 
pound capacity. Nylon rollers. Sizes: 18” to 24’ won't sag under 100 Ib. loads at full extension. Sizes: 12” to 38” 


No. 1600 drawer slide, with 100 Ib. joad. Closes automatically when drawer ¢No. 1700 drawer slide. (Full-Extension) Extra heavy-duty, fully progressive. 
is within 6” of closing. Ball bearing nylon rollers. Sizes: 17” to 27”. No strain even under loads of 100 pounds or more. Sizes: 17” to 27”. 


Knape & Vogt Manufacturing Company, Grand Rapids, Michigan 


MANUFACTURERS OF ADJUSTABLE SHELF HARDWARE, SLIDING AND FOLDING DOOR HARDWARE, CLOSET AND KITCHEN FIXTURES AND HANDY HOOKS FOR PERFORATED BOARD 
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CHERRY 

AFRICAN MAHOGANY 

MAPLE 

RED OAK 

WHITE OAK 

WALNUT 

PHILIPPINE MAHOGANY 

7 VERTICAL GRAIN FIR 
choice REDWOOD 
veneers KNOTTY PINE 

KNOTTY CEDAR 

WHITE PINE 

GuM 

CATIVO 


Now from Georgia-Pacific |! The mostcomplete line of 


decorative and hardwood p LY VV/ O O [) 


The spotlight is on hardwood plywood! Architects like its 
distinction for smart interiors in homes and offices — 
builders find it handsome, economical for paneling, cab- 
inet work and built-ins. 


And the most complete line — the widest choice of 


veneers —is from Georgia-Pacific. All veneers are care- 
fully selected, perfectly bonded. Thicknesses from 14%” 
through 34” in stock panel sizes. Also custom-made to 
architectural sizes and face specifications. 

Georgia-Pacific’s wide choice and superb craftsman- 
ship clinch sales for you. Ask your local G-P source or 
send for full details today. 


6?) GEORGIA — PACIFIC 
PLYWOOD & REDWOOD - LUMBER & HARDBOARD - PULP & PAPER 


Dept. ALBP259, Equitable Bldg., Portland, Ore. 


Please send me complete information on 
Georgia-Pacific Plywoods. 


Name 











Zone. State... 
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HOME BUILDING DEALER 


(begins on page 81) 





electricity for sawing and other operations.” 

Suburban has experimented with prefabing various com- 
ponents, keeping those which have proven successful and 
delegating those operations to the field which did not work 
out in the yard. 

“Back at the time we began developing our first subdi- 
vision,” commented owner Lawrence O’Donnell, “we 
brought a full-time designer into the firm. We use stock 
home plans only in this sense: after we’ve designed a home 
and it proves popular, then it is added to our file of more 
than 100 ‘stock plans’ ”. 

Wide price ranges. Suburban builds to meet the middle- 
income housing demand. Plans run from a partially-fin- 
ished frame home at $5,700 to a few custom-built designs 
at $35,000. About 65% of the sales are in the $11,500 to 
$14,500 range and most of the remainder in the $8,000 


group. 
(continued on page 86) 


Shop Fabricates Components 


WOOD CABINETS made in the shop are a popular feature of 
the company's moderately-priced home. 


WINDOW SASHES are among the components fabricated in 
the yard for speedy site construction. 


DOORS ARE CUT and assembled and stacked for delivery in 
the Suburban shop. 
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GLIDRAULIC 


PATENT PENDING 





15 YEAR GUARANTEE 


— a 


Now for the first 

time you can offer 

your customers a top quality, 
precision-built, trouble-free hydraulic 
closer for their storm and screen doors. A 
hydraulic closer that is guaranteed for 15 years. A 
hydraulic closer that has more outstanding operating 
and sales features than any other closer. 


x aati 


OUTSTANDING SALES FEATURES 


® Double latching power 
® Double Wind Resistance 
@ Easily Installed 


@ 15-Year Guarantee 
@ No Bounce—Glides Closed 
© No Adjusting 





SPECIAL OFFER 


We will send you one FREE Illinois Glidraulic and pay 
you $2.00 cash for installing it on your storm and 
screen door, or if you prefer, we will send you FREE an 
X104 mounted operating display sample. 

Here’s all you do! Order 12 Illinois Glidraulics and 
return the certificate in the carton to Illinois Lock Co., 
800 S. Ada St., Chicago, Illinois and we will return $5.97 
to cover your cost of closer and installation, or the 
FREE demonstrating sample. 


Order Glidraulics from your jobber today! 


The Illinois Lock Co. 


803 S. Ada Street, Chicago, Illinois 
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Here’s the way 


to be sure you have 
a highly profitable year! 


Get all the facts, sir! This four-color brochure shows 
the complete line of Habitant Fence. It shows typical 
yard installations; exclusive construction features; 
and a host of reasons why Habitant is America’s 
most respected and fastest selling wood fence, 


We have your copy reserved for you. 


HABITANT FENCE, INC., Bay City 19, Michigan 


HABITANT FENCE, INC., Bay City 19, Michigan 

GENTLEMEN: 

I'm interested in learning more about the fast selling Habitant 
line. | understand this brochure will show me how to have a 
more profitable fence year — and that | do not have to stock or 
inventory Habitant in order to be a dealer. 


NAME___ 








ADDRESS 





CITY 
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HOME BUILDING DEALER 


(begins on page 81) 





The company uses various financing plans. In some 
cases, it carries its own notes, depending upon the avail- 
ability of mortgage money. Sales, payments, financing de- 
tails and other paper work is performed at Suburban 
Homes Realty Co., which is a mile or so distant from the 
lumberyard. 

Lawrence and Eugene O’Donnell are co-owners of the 
firm, which embraces some 200 employes—construction 
crews, office clerks, yard workers and salesmen. 

Selling an average of 10 homes weekly, Suburban’s $3,- 
000-$4,000 monthly advertising budget does not seem 
excessive. 

“The Sunday real estate classified pages have proven to 
be our best medium,” says Eugene O'Donnell, “although 
our TV advertising comes in for a good bit of attention.” 

Also featured on Sunday is the local TV program, 
“Builders’ Showcase,” a fast-moving show of builders’ 
commercials and shots of various featured sales areas. The 
firm has contracted for a panorama of its many subdi- 
visions monthly and a three-minute spot announcement on 
each weekly show. Customer response indicated that the 
considerable expense of the “Showcase” is well justified. 

Triple-threat ads. Newspaper ads play up a strong triple 
theme of economical price, down payment and monthly 
payment. A less bold but prominent treatment is given to 
the fine and expensive features which the homes contain. 

Almost without exception, the firm believes that an ad 
of any size other than a straight listing should contain a 
map of whichever subdivision is advertised. During periods 
when interest in home buying is high, Suburban runs ads 
which take a third or more of a page and features its 
current offerings in six Houston subdivisions. 

“Considering the intense advertising competition among 
Houston home builders,” O’Donnell says, “it’s hard to 
work up an ad that’s a little different. We try to keep ours 
from being ordinary by using art work of some sort; a 
family group, maps or unusual borders. 

“Most of all, we aim the wording of our ads at our po- 
tential customers—the people who are interested in the 
amount of money they will have to dig up to buy a home.” 

The firm’s schedule provides that each subdivision is 
advertised in each local paper once a week in a 2-inch by 
2-column ad. A number of listings are carried in the classi- 
fied sections each day. 

When Suburban moves in and develops a new subdivision, 
several billboards are usually erected to announce the 
event. In most instances, however, directional signs have 
been found more valuable because they are read more 
rapidly. And because they do not become outdated after 
the area has been largely completed, they do not require 
expensive rewording and repainting. 

Rounded operation. Suburban Homes Lumber (organ- 
ized in 1948) and Suburban Homes Realty Co. (organized 
in 1939), with their near monopoly of home building on 
Houston’s north side, owe a decided portion of their 
growth to a well-controlled operation. 

From the elimination of sub-contracting by company 
crews totaling 130 building mechanics and down through 
its field office telephone network, the company holds care- 
ful reins on every phase of its operation. 

Psychology, too, plays a strong role in the Suburban 
story. For instance, the calculated appeal of a recent head- 
line: 

“Where else in the U. S. can you buy a new three- 
bedroom home for $7,500?” 

And the considerate, friendly treatment given a lady 
do-it-yourselfer who bought two bricks from the yard. 

“We’re a little proud, too,” said Rutledge when discuss- 
ing the firm’s sales records, “that we’ve been able to almost 
eliminate our winter slack period. To get over this hump, 
we began producing $7,500 to $7,900 homes in volume. 
If there is the same demand for these homes in 1959, we'll 
be able to erase that word ‘slack’ from our business vo- 
cabulary.” 
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new PRODUCTS 


New Inquiry Card on Back Cover Brings More Facts 


Product Ideas for Outdoor Living 


It’s time to plan your spring and summer sales. Here are some new product ideas, which 
can mean plus profits. Roundup of new lawn and garden equipment and supplies coming 
in your March 2 issue of American Lumberman. 

Use handy coupon on back cover flap to receive more information on new products 


below and on following pages. 


1. Panelfab's screen panels arrive at 2. Panels are erected by use of interlock 3. Alum-O-Roof sections slide easily into 
job site. connector. position. 


Screen-O-Room Can Win Big-Ticket Sales 


A new home improvement package for : ee Se mee yg Oe ag ee ff 
boosting your profit picture, Panelfab’s : oF A Hs ae ah Pee 
Screen-O-Room is easily constructed ‘ ee oe ei ee 
from factory fabricated panels by do-it- 4 
yourselfers. Just sell them the sections 
they need. Completely finished inside 
and out, the components are delivered to 
the job ready to install. Panelfab’s pat- 
ented interlock joins sections in a vise- 
like grip without the use of nuts, bolts 
or screws. This same principle applies to 
all other products in the firm’s home 
improvement line, including its Alum- 
O-Room, Alum-O-Roof, Pati-O-Room 
and Stor-O-Room. Panelfab construction 
is also insulated for all climates. There 
are Panelfab installations as far north 
as Alaska. 

Market data. With the help of a mini- 
ature model of Screen-O-Room, a deal- 
er can quickly demonstrate the advan- 
tages of the Panelfab concept in building 
materials. Sales and promotional kits 
are also available. Panelfab Products, 
Inc., Dept. AL, 2000 N. E. 146th St., 
North Miami, Fla. 
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(More product ideas for outdoor living 
continued on page 92) TWO HANDYMEN in six hours’ time can completely erect a Screen-O-Room. 
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NEW PRODUCTS 


(begins on page 87) 





Aluminum Patio Covers 


All-aluminum patio covers, super- 
strong, yet easy to install, are packaged 
with step-by-step instructions for installa- 
tion. The 10’x20’ Patio-Queen model has 
ornamental steel pilasters, aluminum fas- 
cia and extruded aluminum crossbeams. 
One of the features of the unit is a con- 
cealed builtin gutter to allow drainage 
toward either end. The use of only five 
basic parts allows many basic designs to 
go up quickly and solidly. 

Market data. Suggested retail price is 
$295 plus freight; usual retail markup on 
cost is about 50%. Sales aids include 
brochures and samples. Cooperative ad- 
vertising allowances are available to deal- 
ers. Endure Products, Dept. AL, 2375 
N. W. 75th St., Miami, Fla. 
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Homeshield Screen Patio 


Homeshield patio screen enclosures 
are designed to meet the demand for out- 
door living. They readily adapt them- 
selves to any type of architectural design 
and provide insect protection. The 
framing is of roll-formed rectangular 
aluminum tubing. Sections are anodized 
for lasting durability. 

Homeshield components are easily 
handled because the one piece of alumi- 
num is used both as the frame for the 
enclosure and the screening. A dealer 
may buy lengths (usually 20’) of rolled 
2” x 1” rectangular aluminum tubing, 
then join the tubing together with corner 
locks and bolts to form the framing. The 
tubing has a receiving channel into 
which fiberglass screening is splined. The 
door, complete in its frame, is simply in- 
stalled like one of the panels. 

Market data. Bulletins giving sales fea- 
tures, assembly details and net prices are 
available to dealers. A new bulletin, HS- 
2, also lists all components such as the 
anodized frame, spline, corner lock, cross 
brace, screws, nut, washers and spline 
roller. American Screen Products Co., 
Dept. AL, 61 E. North Ave., Northlake, 
il. 
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Precut Carport Exhibit 


A full-size demonstration model of 
a carport, offered precut to homeown- 
ers, is on display in front of the Eu- 
gene, Oreg. yard of W. J. McCready 
Lumber Co. According to Keith Sho- 
gren, acting manager, the parts for the 
carport are precut to customers’ order. 
The precutting service is also extended 
to various fence designs, done on or- 
der. Both sales volume and profit is 
said to be good. 











Prefabricated Roof Panels 


Patio roofs go up fast when built of 
the new giant size prefabricated Quincy 
Armaclad Roof Panels. Each panel is two 
feet wide and there is no reasonable limit 
to its length; 6’, 8’, 10’ and 12’ panels 
are now available from stock direct from 
maker. Longer panels are made on spe- 
cial order. Strength to meet the building 
code snow-load requirements of northern 
cities is provided by the balanced sand- 
wich construction; the thickness of the 
panel is determined by the load factor 
required. The panel is self-supporting 
and requires no understructure such as 
joists, tubing, etc., maker announces. 
Tongue-and-groove edges hold the panels 
in horizontal alignment and greatly fa- 
cilitate fast installation. 

Market data. Suggested retail price of 
Quincy Armaclad Roof Panel is $2.60 a 
square foot; discount to dealer is 50%. 
Primarily an item for contractor sale. A 
dealer may buy panels for one job at a 
time. Sales aids include miniature sam- 
ples and photogranhs. Hess Mfg. Co., 
Dept. AL, Quincy, Penna. 
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Prefab Car Port Patio 


A do-it-yourself shelter, called Patti- 
Port, was a big attention-getter at the 
HIP Show in New York recently. The 
many-use shelter is a fully-prefabbed unit. 
It is easy, quick and simple to assemble, 
says maker. A cooperative advertising 
plan is offered dealers. Perma-Side Co., 
Dept. AL, 9400 Bellanca Ave., Los An- 
geles 45, Calif. 
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All-Purpose Shelter 


Designated the H/D Multi-Port, a trim- 
looking 10’x20’ shelter also serves as a 
patio cover, boat port and utility canopy. 
It comes with supports for a free-standing 
installation or it can be easily attached 
to an existing structure. Either way, only 
simple tools are required for installation. 
Principal feature is the six-inch-wide in- 
terlocking aluminum panels which slide 
together to form a weathertight roof. 

Market data. Suggested retail price of 
the packaged, aluminum H/D Multi-Port 
is approximately $200. It is availaole now 
through awning and hardware distrib- 
utors. Sales aids include envelope stuffers 
and ad mats. Hunter Douglas Div., 
Bridgeport Brass Co., Dept. AL, 405 Lex- 
ington Ave., New York 17, N. Y. 
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Stow-It Storage Locker 


Named Stow-It, a new outdoor weath- 
erproof storage locker for garden tools, 
firewood, outdoor games, etc., was intro- 
duced at the recent convention of the 
Northeastern Retail Lumbermen’s Asso- 
ciation. Stow-It is prime-coated, chemi- 
cally treated to resist rust and requires 
only minimum upkeep after painting to 
match the house or garden. Comes kd in 
single carton and is quickly assembled 
with screwdriver and pliers. 

Stow-It is 5’9” high, 4’7” wide, with 
a depth of 3’ at bottom and a depth of 
1’ 3” at top. Steel mesh floor, side air 
vents and spring catch are standard 
equipment. Perforated hardboard (for 
shelf holders, tool hangers, etc.) optional 
extra—cut to size. 

Market data. Suggested retail price of 
Stow-It is $79.95; discount off list is 
334%4%. Stow-It will be available in 
March through building material and 
hardware distributors. Distributorships 
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ae 60mg OF 
Care-free Alcoa Aluminum 


Aluminum’'s Built-in Sales Appeal. Of the 
building products widely used throughout the country, 
perhaps none has gained popularity as rapidly 
as aluminum. Easy to work with, competitive 
in cost, attractive and requiring practically 
no maintenance, siding made of Alcoa® Aluminum is 
a potent selling force that converts lookers 
into buyers. It gives the homeowner a better house 
for his money, enables him to save as much 
as $200 a year, every year, on the cost of 
painting and repairs alone. 

The trend toward more and more use of 
quality building products made of Alcoa Aluminum 
is unmistakable—home buyers want and look for the 
Care-free living that comes with aluminum. 














Aluminum Company of America, Pittsburgh 19, Pa. 
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Aluminum siding... 
over the years, 
the most Care-free, 


Aluminum’'s High Insulating Quality Makes Important 
Savings in Fuel Costs. Aluminum’s superior insulating 
characteristics provide added economy and more com- 
fort for the homeowner. Its insulation value is equivalent 
to several layers of asbestos, 18 inches of concrete or 
six inches of brick. Heating and air-conditioning costs are 
lower—through-wall heat losses are minimized. Because 
it reflects up to 95 per cent of the summer sun, interiors 


economical building material of them all 


Produced by quality siding manufacturers in a variety of 
attractive, long-lasting colors... 
designs and sizes... 

unique construction features 


For New Construction and Remodeling—Contemporary 
and Traditional Homes 
Cuts Installation Time, Reduces Labor. Light, preci- 
sion-formed aluminum siding and accessory parts go up 
faster with less work. Interlocking sections fit snugly. 
Countersinking and puttying are eliminated. An entire 
house can be sheathed in aluminum siding in less time 
than with other materials. It’s the building product you 
can work with 12 months of the year, fair or foul weather. 
Work stays on schedule, interior construction starts 
sooner, houses are finished, ready for sale, earlier. 

It can be applied to practically any type of wall by 
your present help—no special tools are needed. 

Unmatched for economy—one square of aluminum 
siding covers 100 square feet. There are no split or 
warped pieces. Painting is eliminated. 


Bright, Eye-Appealing Colors That Stay Care-free, 
Help Sell the Houses You Build. The oven-baked vinyl 
or alkyd enamel finishes incorporated into present-day 
aluminum siding will outlast most mortgages. Extreme 
weather conditions, even highly corrosive industrial 
atmospheres, have little effect on its surface. 

For two-way protection, manufacturers usually bond 
the finish to both sides of high-strength Alcoa Aluminum 
alloy. Attractive colors now available include—white, 
buff, gray, yellow, pink, blue, light and dark green and 
red. Unlike ordinary paint finishes that soon fail, these 
firmly bonded colors will not blister, peel or flake off. 

Deep butt shadow lines further enhance and accent 
aluminum siding’s smooth, soft appearance. Its good 
looks are never marred by unsightly nail heads. 

Simply washing with hose and cloth restores its bright, 
clean beauty. Truly Care-free, attractive aluminum 
siding helps sell the houses you build. 


Durable, Corrosion-Resistant Aluminum Siding 
Guards Exteriors to Reduce Depreciation. Corrosion- 
resistant aluminum siding can’t rot or deteriorate—it 
defies the elements. Its permanence assures higher re- 
sale value and reduces the rate of depreciation.Aluminum 
protects the homeowner’s investment and pride of 
ownership throughout the life of the house. Aluminum 
protects against termites, vermin, flames— permanently. 

When you build with aluminum, you build houses 
worth more now and in the years to come. Its advan- 
tages provide the sales clincher that is paying off for 
builders throughout the country. 


stay cooler for welcome relief during the hot months. 
For even better insulating efficiency, many siding 
manufacturers incorporate into the panels up to 7%-in. 
insulating boards, Fiberglas* or other quality insulating 
material. This built-in insulation further contributes to 
the panels’ strength and rigidity. Their sound absorption 
qualities help deaden and shut out disturbing noises. 


Care-free Aluminum Reduces Maintenance to a Mini- 
mum—Saves Homeowners as Much as $4,000 in 20 
Years. More than half of your prospective buyers are 
former homeowners—they remember all too well the 
evenings, week ends and vacation time lost in never- 
ending maintenance chores, the constantly increasing 
cost of materials and labor. Aluminum siding supplies 
double-barreled sales appeal. It does not rob the family 
of leisure hours and saves up to $200 annually for its 
owners. It minimizes repair and painting costs, cuts 


down on fuel bills and reduces rate of depreciation. 
*Trademark of Owens-Corning Fiberglas Corp. 


ALUMINUM COMPANY OF AMERICA, PITTSBURGH, PA. 





TYPICAL ALUMINUM SIDING 
APPLICATION PROCEDURE 


Light, 
uniform sections 


and accessories 


According to manufacturer’s recom- 
mendation, exterior walls are first 
covered with sheathing paper, per- 
forated aluminum foil or aluminized 
paper. Covering material is stretched 
tight and fastened with %-in. sta- 
ples or large-headed roofing nails. 


install quickly, 
easily 


Chalk line is snapped around base 
of house to determine level line on 
which starter strip is installed. 
Starter strips are securely nailed on 
the base line at specified intervals. 


Inside corner strips (and outside 
corner strips, if used) are applied 
before siding goes up. Channeling 
or window and door trim is then 
applied for weathertight seal. 
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VARIETY OF SPECIAL AND OPTIONAL 
FEATURES INCORPORATED IN 
DIFFERENT BRANDS OF 

ALUMINUM SIDING 


Most aluminum siding manufacturers today provide 
an exposed face of approximately 8 in. with up to 
%4-in. butt depth. Panel lengths vary from 10 ft to 
12% ft and are fabricated from durable, .024-in. and 
.019-in. aluminum stock. All panels provide an inter- 
locking system of one design or another, as well as 
vent or weep holes along the underside of the butt. 





Exclusive and generally common features 
found in today’s aluminum siding 





Concave panels that may be applied 
vertically for modern treatment, or 
horizontally for traditional effect. 
Siding remains under constant ten- 
sion for added strength and rigidity. 
Installation begins at top of exterior 
walls. 


Two-piece window and door acces- 
sory trim that flashes and seals 
Openings simply, quickly. 


Panel system designed to eliminate 
supports, backers or starter strips. 


Heavy-gage back-up supports for 
use at wall openings and under each 
vertical joint for greater rigidity 
and tighter fit. 


Siding panels are then applied by 
inserting into starter strips and 
nailed snug. Panels join firmly or 
interlock in sueceeding courses to 
cover entire area. Vertical joints 
are staggered throughout the 
installation. 


Individual or profile outside corners 
are applied after all siding has been 
installed. Pieces are snapped into 
place and nailed as work progresses. 
Corner pieces are applied starting 
from bottom or top, depending on 
manufacturer's design. 


To finish off around windows, doors 
and eaves, siding is trimmed to fit 
as work progresses upward. 


Prenotched panel ends for 
tight fit at overlapping joints. 


All exposed or cut edges around 
windows, doors, etc., should be 
carefully calked. Complete instal- 
lation by removing dirt or finger 
marks from siding with damp cloth. Exclusive 5 process baked on white 
enamel that stays white. 
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Choice of profile or continuous strip 
corners in matching colors. 


Concealed nailing slots that allow 
for expansion and contraction of 
siding. 


Interlocking, self-leveling panels 
for fast, economical application. 


Panels with factory-installed insu- 
lation board for added strength and 
insulation value. 


Full-floating, insulated panels that 
install without nails touching metal. 
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PERFORMANCE DATA AND EVALUATION OF ALUMINUM SIDING 


Thermal Insulation or ‘“‘U”’ Value 


Typical Wall Construction 

Outside surface—1/fo 
Aluminum siding 

(No backer-board, 3%-in. air space) 
Aluminum siding 

(With aluminum siding backer-board) 
%¢,-in. sheathing—insulation board 
35g-in. air space 
l4,-in. plaster on %-in. gypsum lath 

Inside surface—1/fi 
“U" Value—Btu/Sq Ft/Hr/F 





(Without Backer-Board) 


Thermal Resistance of Wall Components 
Case 1 Case 2 
(With Backer-Board) 


0.17 0.17 


0.26 


2.06 
0.92 
0.42 








Laboratory and Field Test Evaluation of Aluminum Siding Finish 


Flexibility: 
Descriptive 
Specific—Test 


Exceptional 

No Film Fracture, 180° Bend on 

Aluminum 

Impact Resistance: 
Descriptive 
Specific—Test 


Exceptional 
28-in. Drop Test—No Film Fracture 


Adhesion: 
Descriptive 
Specific—Test 


Exceptional 

Knife Test—Difficult to Remove 

(Greater Tenacity) 

Humidity Test: 
Descriptive 
Specific—Test 


Excellent 
100% Relative Humidity, 110°F, 
8,000 Hours 





Salt Spray Test: 
Descriptive 
Specific—Test 


Excellent 
20% Concentration, 97°F, 
2,000 Hours 


Fade Resistance: Excellent 


Peeling and Scaling 
Resistance: 


Excellent—Elastic, Highly Flexible 
and Adhesive Film Precludes 
Peeling or Scaling 


Excellent—Due to Slower Chalking 
Rate and to Highly Flexible and 
Adhesive Film 


Exceptional—Superior Performance 
Resulting in 50% Longer Film Life 


Film Erosion 
Resistance: 


Over-all Weathering 
Resistance: 





THE ALCOA CARE-FREE TAG CAN SPUR HOUSE SALES FOR YOU, TOO! 


When you build with siding made of Alcoa Alumi- 
num, you gain the mighty selling power of the Alcoa 
Care-free tag. Promoted on two network television 
programs, radio, national magazines and local news- 
papers, it identifies quality building products made 
of Alcoa Aluminum. Preselling more than 40 million 
people on Care-free aluminum building products— 
it helps sell the houses you build. 


Join the trend to aluminum for maintenance-free 
homes. Alcoa invites you to share in its facilities 
and the more than 30 years of knowledge and 
experience in developing products and techniques. 

For the names of manufacturers who make siding 
of quality Alcoa Aluminum, call your nearest Alcoa 
sales office or write: Aluminum Company of America, 
1884-B Alcoa Building, Pittsburgh 19, Pa. 


Look for this Alcoa 
Care-free tag on the 
aluminum siding you buy. 
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are now being established. Minimum dol- 
lar investment for a dealer for one unit 
is $53.30; display unit with perforated 
hardboard, signs and literature is $59.95. 
Gordon Mfg. Co., Inc., Dept. AL, New 
Britain Ave., Farmington, Conn. 

Circle No. 207 on Handy Cover Card 


Assembles in 30 Seconds 


New Model 101 picnic table frames 
will knock down or reassemble in 30 
seconds by use of a special KD-Brace 
system. All sections become completely 
detached for easy handling and storage. 
KD-Brace grips the steel frames only 
and does not fasten to table top or seats. 
Nor do assembly and kd require unfas- 
tening of bolt heads. The manufacturer 
provides steel frames and bracing only; 
the dealer supplies lumber. 

Market data. Dealer sales aids include 
miniature model tables, complete with 
lumber and assembled, also detailed mer- 
chandising and selling suggestions. Hey- 
er Mfg. & Sales Co., Dept. AL, Chad- 
wick, Ill. 

Circle No. 208 on Handy Cover Card 


Charmglow Gas Lamps 


Modern Home Products announces the 
creation of Charmglow, a new line of 
traditional gas lamps for today’s trend 
toward outdoor illumination. Made of 
solid copper or cast aluminum, these 
lamps are available in a variety of fin- 
ishes. 

Market data. Suggested retail price is 
$39.95. Retail markup on cost is about 
40%. A dealer may purchase one at a 
time. Sales aids include photographs and 
literature. Modern Home Products, Dept. 
AL, Russell, Ill. 

Circle No. 209 on Handy Cover Card 


Three New Lantern Posts 


The entire structure of three new Lan- 
tern Posts is phosphated both inside and 
out and finished in a rust-resisting prime 
black enamel to withstand all weather 
conditions. These lanterns posts can be 
driven into the ground or imbedded in 
masonry for permanent installation. The 


interesting triangular and flat tubular de- 

signs of these posts make them simple to 

wire for electricity or connect for gas, 

maker says. All three lantern posts will 

take electric or gas lanterns with 3” bases. 

Locke Mfg. Co., Dept. AL, Lodi, Ohio. 
Circle No. 210 on Handy Cover Card 


Adds Convenience Outlets 


To solve the problem of electrical out- 
lets outside the home, Progress Mfg. Co. 
has fitted its outdoor posts and lanterns 
with convenience outlets. The handy and 
easily accessible outlet permits the in- 
creased use of television sets, electric 
cooking equipment and small appliances 
on the patio and lawn. The post outlet 
is ideal for electric lawn mowers, edg- 
ers, hedge cutters, etc., that need extra 


extensions. Available in a combination 
of 13 different lanterns in traditional or 
contemporary designs and two styles of 
posts in natural aluminum and _ satin 
black. Progress Mfg. Co., Dept. AL, Cas- 
tor Ave. and Tulip St., Philadelphia 34. 
Circle No. 211 on Handy Cover Card 
(continued on next page) 








PIONEERS 





The new “'4-in-1“ 
Weatherproof HOMASOTE 


IN DRY-WALL CONSTRUCTION 


ONE-MAN PANEL 


* Forsheathing ©* For ceilings 
* For exterior and interior wall finish 


For striking new decorative effects— 
indoors and out—and for an easy- 
to-handle sheathing material—here is 
a many-purpose building material in a 
wholly new form. 


These 2’ x 8’ panels are %” thick, 
V-grooved on both edges and end- 
matched. This is the only end-matched 
5s” insulating panel. 


For walls—apply them horizontally or 
vertically. For ceilings—over or under 
the beams. End-matched means the 


5 (}!: yeas 
ar vour 
seavict 


HOMASOTE 


COMPANY 
Trenton 3, New Jersey 
Homasote of Canada, Ltd. 





224 Merton St., Toronto 12, Ontario 
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ends need not all be supported by joists, 
beams or rafters—therefore there is 
almost no waste. The asphalt-free, 
“linen-surface” panels take any paint 
or stain. Along with fine appearance, 
the building gains in structural 
strength, insulation value and mois- 
ture-resistance. This weatherproof 
material also has sound-deadening 
qualities beyond those of any but true 
acoustical boards. 


Mail the coupon for full 
details on this and other | somasere 
Homasote building materials, | “seam 
All are money-savers. 


Send the literature and/or specification data checked: 


(0 One-Man Panels 
(_] Wilson Air-Float Ceilings 
(_] Roof Deckings 


("] Exterior Finishes 
C] 48” Roofing 
(_] Homasote (72-pg.) Handbook 


Zone.....State 


Circle No. 84 on Handy Cover Card 





LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 
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LAKE MICH, 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





Subsidiary of 
“Goodman Lumber Co... cotumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemlock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





*+J. W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple ond Oak Flooring. Strip, Herringbone, 
Block patterns. Custom kiln drying. Upper grades 
Hoard Maple and Birch lumber, rough. 





. ‘Aarshfield & Park Falls, 

*Roddis Plywood Corp . . Wiecensia 

Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 
Roddis Lb. & Veneer Co., Ltd. 

Savit Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dar Pred., Maple, Birch, Fig. Hdwd. Ven‘r'd Doors. 

Plywd. Modern Dry Kiln facilities. 





tMember Maple Flooring Mirs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 
Circle No. 85 on Handy Cover Card 
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NEW PRODUCTS 


(begins on page 87) 








Prefabricated Fencing 


Panel-Weave fencing is not built of 
separate boards. Each section is construct- 
ed as a single unit from a %” thick panel 
of exterior plywood. Available in 4’, 5’, 
6’, 7’ and 8’ sections, it is manufactured 
by Panel-Weave, Inc., Linnton, Ore., and 
distributed by Knapp Lumber Sales, Port- 
land, Ore. The panel is blind-sawed into 
4” or 6” slats that are left connected at 
both ends; each %” thick slat being 
stronger than a 1” board. The fence is 
sold in sections, each section composed 
of one stake-woven panel, one seven-foot 
4” x 4” post and one Western Red Cedar 
capping rail. Non-staining, galvanized 
steel dowels for fastening panels to post 
are included. 

Market data. Installation requires only 
setting posts and sliding the prefab panel 
between them. The capping rail is nailed 
on. A descriptive folder and price list are 
available. Palletized units containing 20 
complete fence sections are offered. Retail 
markup on cost varies 30% -50%. Knapp 
Lumber Sales, Dept. AL, 520 N. W. 23rd 
Ave., Portland 10, Ore. 

Circle No. 212 on Handy Cover Card 


Install-it-Yourself Fencing 

New Car-Mac all-steel fencing is made 
in picket and estate rail styles. Both are 
available with vinyl-coating finish of 
white, pastel shades of pink, green and 
yellow. Both styles include steel posts, 
rails and pickets. The posts are set in the 
ground or concrete. Only a screwdriver 
is required to secure the rails and pickets 
to the posts. Gates for driveways and 
walks are available in both styles. The 
fence sections are packed in take-home 


cartons measuring only 4” square and the 
length of the sections. Picket sections are 
7’ long; estate rail 442’. Each carton 
includes posts, rails, hardware and illus- 
trated instructions. ’ 

Market data. A de luxe floor display 
stand holds four special display sections 
and occupies eight square feet of area; a 
single display stand holds one fence sec- 
tion and occupies three square feet. Oth- 
er sales aids, including a dealer-imprint- 
ed folder, are available. Carey-McFall 
Co., Dept. AL, 2156 E. Dauphin St., 
Philadelphia 25. 

Circle No, 213 on Handy Cover Card 














The New Five Grand Door 


Clean-lined, ruggedly built and luxuri- 
ously styled with the d’Cor charcoal- 
finished contour pull, the Five Grand 
floats easily along its weather-sealed 
threshold. With no bend or give to the 
locking stile, the new d’Cor Series 5000 
has the look and feel of a premium 
quality door, with choice of single or 
double glazing. Weather seal formed by 
Schlegel wool pile and Ryko vinyl glazing 
bead prevents weather, air and water in- 
filtration. The Adams Rite lock mecha- 
nism in the escutcheon pull is tamper- 
proof. Nudor Mfg. Corp., Dept. AL, 7326 
Fulton Ave., North Hollywood, Calif. 

Circle No. 214 on Handy Cover Card 
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Wood Fence Display 
Catches the Eye 


Normally idle space on face of 
counter is utilized for eye-catching 
display of Early American Rustic 


Fencing by Lyons Bros. Lumber & 
Fuel Co., Joliet, Ill. Concentrated 
in a premium area in the customer 
traffic pattern, the display is cred- 
ited by owner E. D. Collins (right) 
and salesman H. G. Shepard with 
boosting their firm’s fence sales to 
a total gross of $15,000 in the last 
three years. 

A good profit-maker, the white 
cedar fencing is bought by Lyons 
in carload lots direct from Early 
American Fence Co., Escanaba, 
Mich., to give the dealer a 50% 
retail markup on cost. Lyons’ 
urban homeowner-customers buy 
the fencing in prefabricated sec- 
tions and either install it them- 
selves or ask the dealer to provide 
erection labor. 
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REFLECTOR HARDWARE CORP.,DEPT. AL-2 ¥ 
1400 NORTH 25th AVE., MELROSE PARK, ILL. 


Gentlemen: Please RUSH my free copy of the 4 
new Spacemaster 60-S Catalog. 
NAME 
POSITION 
FIRM NAME 
ADDRESS. 

CITY. ZONE... STATE 
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mantle 
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FROM COVER 
TO COVER 














Visit Our Showrooms 


E r . L EFLEC TO R HARDWARE CORP. 


FAC y PACIFIC COAST OFFICE AND SHOWROOM 


225 Ww. 34th ST. 1400 N. 25th AVE. 851 S. LOS ANGELES ST. 
NEW YORK 1,N. Y. MELROSE PARK,ILL. LOS ANGELES 15, CALIF. 
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BUILDERS' 
HARDWARE 
SPECIALTIES 


DOOR CLOSERS 
with o 5 year guarantee 
CONTINUOUS (PIANO) HINGES 
Full range of sizes in all metals and 
finishes 
DOOR AND CABINET BUTTS 
C All sizes, metals and finishes for 
Every Need 
SCREEN teat HINGES 
For %", V/e”, 1”, 1Ve” and 1%” wood 
E BOOKCASE STANDARD 
Pilaster Adjustable Type. Write for circulars 
SPRING HINGES 
Single and Double Acting for installation with or without 
Hanging Strips 
HALF-SURFACE DOOR BUTTS 
Plain, Boll Bearing and Spring 


a ; ‘ : : 
They ve been making pick-ups three times }y DOOR STOPS AND HOLDERS 

a day since we started suggesting “‘Scotcn”’ A Type For Every Purpose 

Brand Masking Tape with every paint sale!”’ Write ter Catalog on Susinen Sratenmy 


S. PARKER HARDWARE MFG. CORP. 
Quality Hardware Since 1900 
27 LUDLOW STREET « Phone WAlker 5-6300 - NEW YORK 2, N Y 
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reasons why B&D 


IT’S A DRILL! 


NEW B&D SCRU-DRILL 


You sell two-in-one when you sell the new 
Black & Decker Scru-Drill! Set the adjustable 
collar at ““DRILL” and you have a Black & 
Decker %” Drill. Twist the collar to“SCREW” 
and presto! With a screwdriving bit in the 
chuck, the Scru-Drill is now ready to drive 
either slotted or Phillips Head screws... the 
spindle clutch does not engage until pressure 


is applied, disengages when screw is “home.” 

Handles up to #10 x 1%” wood screws, 
#12 machine screws and nuts. Drives them 
in seconds, too! Now the same tool drills 
lead holes and drives screws... handy for 
home owners, builders, craftsmen. Ask your 
B&D supplier now about the new Black & 
Decker Scru-Drill. 


SPECIAL INTRODUCTORY OFFER! Packed with each Scru-Drill is a new 
Screw Pilot Assortment, including five Screw Pilots and Adjustable 
Stop. These pieces drill a pilot and shank hole and countersink in one 
operation for No. 4 to No. 12 size screws. You can offer your customers 
this $3.95 value FREE with every new Black & Decker Scru-Drill! 
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leads in electric tool sales! 


NEW BLACK & DECKER 
DUST-LESS FINISHING SANDER 


Here’s the answer to those sanding jobs 
that require fast, clean performance! 


The Black & Decker Dust-Less Fin- 
ishing Sander gives a fine satin-smooth 
surface without objectionable dust! And 
truly efficient, healthier dustless opera- 
tion! You can even remodel in an 
occupied home! 


This new unit connects to a vacuum 
cleaner to whisk away dust as it forms, 
leaves a clean working surface. 


Your customers can even sand and 
paint in the same area! Your Black & 
Decker supplier has the new Black & 
Decker Dust-Less Finishing Sander now 

. ask him about it. 





Ceecieee ee = Black& D ecker: 


BEST BUY 


| BLACK & DECKER TOOLS | ACK & DECKER TOC | BLACK & DECKER TOOLS | 
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Towson 4, Md. World's Largest Maker of Electric Tools 


Circle No. 89 on Handy Cover Card 
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ra yours 
IN THE NYLON 
CORD BUSINESS 


® The Easy Way 

@ The Low Inventory Way 
© The Low Cost Way 

® The Packaged Way 

® The High Profit Way 





That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16", 1/4” and 5/16”, Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


CORDAGE 


John H. Graham & Co. Inc. 
105 Duane St., New York 8, N.Y. 


Circle No. 90 on Handy Cover Card 








NEW PRODUCTS (begins on page 87) 





Redwood Challenges Concrete for Swim Pools 


A brand-new market has been found 
for redwooc in medium-priced swimming 
pools with the introduction of the new 
Esther Williams Living Pool, manufac- 
tured by International Swimming Pool 
Corp., White Plains, N. Y. California 
redwood has been used in place of con- 
crete, enabling the pool to be built above 
ground to avoid much costly excavation 
work and making it easy to combine it 
with a patio or penthouse sundeck. The 


basic new pool is 16’x20’ and it is <r 
with steel. Called the Penthouse Pool, 
can be built on any type of terrain. 

The pool may be expanded to 16’x32’ 
by adding redwood panels and a larger 
vinyl pool liner. The redwood pool struc- 
ture also can be taken down easily and 
reassembled quickly, if the homeowner 
moves. California Redwood Association, 
Dept. AL, 576 Sacramento St., San Fran- 
cisco 11, Calif. 


Circle No. 215 on Handy Cover Card 


Has New Thermoslide Door 


Newest addition to the Slide-View line 
of sliding glass doors is called Model 
TC-AL Thermoslide. The new door is 
designed for %” double glazing, consist- 
ing of two pieces of 3/16” heavy sheet 
glass with %4” air space. It is convertible 
to single glazing. Aluminum alloy ex- 
trusions have corrosion-resistant alumi- 
lite finish and there is weathersealing on 
all four sides. The new door is delivered 
partially assembled, saving installation 
time, says maker. It is available in two 
and three panel units in widths ranging 
from 6'1” to 12’4%4 

Market data. Full ‘specifications and 
plans are contained in a new Slide-View 
catalog (AIA-16E), which is available 
to dealers. Sales aids include a new il- 
luminated counter display equipped with 
a seven-foot electrical cord, measuring 
24” wide x 16” high and 6” deep. Slide- 
View Door and Window Co., Dept. AL., 
1557 N. Tyler Ave., El Monte, Calif. 
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(Here's the one that 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK’ 
STICKS AND STAys oir 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 

Durham’s Rock- COMPANY 
Hard Water Putty c) pene: 
gives you by far the 

best profit margin on 

any product of this 

nature. Use it yourself, and you'll quickly 

see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 

fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. e¢ Packed twelve 1-lb. cans or six 
4-lb, cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users, Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
Circle No. 91 on Handy Cover Card 


© DONALD 
DURHAM 
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NEW PRODUCTS AT NAHB EXPOSITION 


Surfaset Door Hardware 


Builders in attendance at the NAHB 
Show were introduced to Stanley Hard- 
ware Division’s new Surfaset Door Hard- 
ware being demonstrated by model 
Jean Adelle (above). 

The hardware allows door to be sur- 
face set, thereby eliminating mortising, 
door jamb and trim, explained Samuel 
B. Wilder, manager of the division’s 
merchandising and sales promotion. Too, 
the cost-saving hardware is designed for 
any stock door. 

Market data. Suggested retail price of 
Surfaset Door Hardware (latch and one 
pair of hinges) is $5.20. It will be avail- 
able through distributors the first week 
in April. Dealer sales aids include lit- 
erature and working models. Stanley 
Hardware, Div. of The Stanley Works, 
Dept. AL, 111 Elm St., New Britain, 
Conn. 
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Cush-N-Clip System 


Dealer Roger E. Leavitt (right), Mar- 
cus Lumber Co., Marcus, Iowa, learns 
about the new Gold Bond Cush-N-Clip 
System from manufacturer’s representa- 
tive William E. Wright. 

Developed to be used with Gold Bond 
Gypsum Wallboard for the reduction of 
sound transmission in ceiling construc- 
tion, the system is applicable to stores, 
apartments and similar types of multiple 
story buildings using wood joists. The 
system consists of three basic elements: 
1. Gold Bond Cush-N-Clips; 2. Gold 
Bond Gypsum Wallboard; 3. 1” x 2” 
nominal furring strips (maximum width 
1%”). Cush-N-Clips are basically “U” 
shaped and fashioned of blued, spring 
steel. Resilient springs on either side of 
the clips will stretch, when installation 


is complete, to give ceiling construction 
1 Tac insulation factor desired, it is 
said. 

Market data. Cush-N-Clips are avail- 
able now direct from maker. Sales aids 
include literature, ad mats, national ad- 
vertising and point-of-sale merchandisers. 
Another new product, Perforated As- 
bestos Soffit, also was introduced by the 
maker at the NAHB Show. It will not 
be available for another month. Na- 
tional Gypsum Co., Dept. AL; 325 
Delaware Ave., Buffalo 2, N. Y. 
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Closet Valet 


President Robert L. Leigh (left) de- 
scribes the merits of his firm’s newest 
product, Closet Valet, to jobber Burke 
ye Broadway Supply Co., Kansas 

City, Mo., at NAHB Show. 

Designed for use as a closet rod for 
hanging clothes, Closet Valet assures uni- 
form spacing of clothes. Made of steel, 
which is chrome-plated, it is easily in- 
stalled by attaching it to the bottom of a 
wooden shelf. 

Market data. Suggested retail price of 
Closet Valet is 51¢ per two-foot length; 
64¢ per three-foot length; usual trade dis- 
count is 40%. Available nationally 
through distributors, it is packaged 12 
per carton. Dealer sales aids include 
literature, consumer handouts. Leigh 
Building Products, Div. of Air Control 
Products, Dept. AL, 1858 Lee St., Coop- 
ersville, Mich. 
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Ductless Kitchen Hood 

Builder Sigmund Kidawski, Kidd-Kott 
Construction Co., Buffalo, N. Y., hears 
manufacturer's representative William P. 
Bricker (right) at the NAHB Show tell 
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how the Ductless Hood can be put up in 
a few minutes. To install under a 
cabinet only four screws and a simple 
electrical connection are needed, Bricker 
explains. Other models attach directly 
on a wall; no cabinet is needed. 

The Ductless Hood catches smoke, 
grease and the odors of cooking abso- 
lutely without ducts, pipes, vents or 
louvres of any kind, maker announces. 
The Ductless Hood gives you the pleas- 
ure of clean kitchen air without install- 
ing costly ducts, sacrificing cabinet 
space or making major alterations, it is 
said. And you can place your range in 
any location you desire. The only care 
needed is cleaning of the filters. The 
hood is available in a choice of eight 
decorator colors and finishes in seven 
sizes and in three styles: Model 571, for 
installation under a cabinet over the 
range; Model 671, for installation di- 
rectly on the wall and in back of range 
and which needs no cabinet for support; 
and Ovenmaster Model OV-1, for use 
with builtin, wall-type ovens. 

Market data. Suggested retail price of 
the new Ductless Ovenmaster is about 
$95. Now available through distributors, 
it is an ideal item for both consumer 
and contractor sale. Sales aids include 
literature and consumer handouts. The 
Ductless Hood Co., Dept. AL, 601 
Plandome Road, Manhasset, N. Y. 
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Designed with Hardware in Mind 
Builders Harold Wright (left), N. H. 


Malow Co., Detroit, and Irving Warnick, 
Warnick Construction Co., Birmingham, 
Mich., hear Ernest A. Bagnard, man- 
ager, Ceco’s door department, explain 
how his firm’s new Medallion Doors (and 
all other Ceco Hollow-Metal Doors) are 
designed with the hardware in mind. 
The result is an enduring attachment of 
hardware to door and at lower cost, 
Bagnard said. 

Ceco researchers have engineered 
locks, closers, hinges, anti-panic devices, 
holders and stops for use on metal. You 
gain through Ceco’s package engineer- 
ing and by delegating undivided respon- 
sibility for doors, frames, hollow-metal 
work and hardware, says maker. A Ceco 
Inador Closer on door above eliminates 
unsightly mechanisms. Narrow closer 
arm is the only visible member. 

Market data. Suggested retail price of 
the single swing door, Design G, in 
photo above, is approximately $80, com- 
plete with hardware and door frames. 
It is available direct from the Ceco Mer- 
chant Trade Div. Sales aids include lit- 
erature and ad mats. Ceco Steel Prod- 
ucts Corp., Dept. AL, 5601 W. 26th 
St., Chicago 50, Ill. 
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Balance with Take-Out Feature 


General manager Ray Zegers, Zegers, 
Inc., and model Karen Sheen were pho- 
tographed while demonstrating the firm’s 
new Take-Out metal weatherstrip and 
sash balance window equipment for 
wood double-hung windows with four 
balances, two per sash. 

Offering fingertip operation, Take-Out, 
which is preinstalled, is designed for new 
construction as well as remodeling jobs. 
It may be used in all stock size win- 
dows. No special milling of sash or frame 
is necessary. 

Market data. Introduced at the NAHB 
Show, Zegers Take-Out is now available 
through sash and door manufacturers 
and jobbers. Dealer sales aids include 
literature, national advertising, ad mats, 
catalogs, Zegers, Inc., Dept. AL, 8090 
So. Chicago Ave., Chicago 17. 
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Cabinet with Safety Chest 


Interior decorator Diane Doessel, Gen- 
eral Bathroom Products Corp., explains 
advantages of a safety chest in her firm’s 
new Vanitee Cabinet to builder J. C. 
Bible, Jr., Southeastern Builders, Inc., 
Augusta, Ga. 

In addition to a locked Safety Chest to 
keep drugs out of the reach of children, 
the Vanitee Cabinet also features an 
Interior Nite Lite, which may be used 
as a night light or to illuminate the in- 
terior of the cabinet. Overall size of 
Model No. V-299 shown above is 31” x 
11”. It is ideally suited for placement 
under medicine cabinets, under wing 
vanity cabinets, under sliding door bath- 
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room cabinets or over vanity bases. 

Market data. Suggested retail price of 
the new Vanitee Cabinet is $35.44; re- 
tail markup on cost is 40%. It is available 
now through distributors. Displays are 
free with an order of six or more cab- 
inets; manufacturer also will handle free 
mailings for dealer if he supplies names. 
General Bathroom Products Corp., 
Dept. AL, 1809-11 W. Thomas St., Chi- 
cago 22. 
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For Sliding Cabinet Doors 


Now, in one complete self-dispensing 
package, Hardware Designers offers its 
new No. 224 LocTrac. President Frank 
Hillson -(left) explains’ to contractor 
Walter Sochacki, Craftsman Home Fur- 
nishing Co., Detroit, how 100’ of spe- 
cially designed, self-lubricating LocTrac 
is coiled and ready to be cut to any 
exact length. Nyslide No. 224, used in 
conjunction with the new LocTrac pre- 
vents sliding cabinet doors from ever 
jumping the track, says Hillson. Nyslide 
No. 224 snaps to the LocTrac easily and 
securely but glides freely. 

Market data. Suggested retail price of 
No. 224 LocTrac is 12¢-15¢ per foot; 
usual retail markup on cost is 50%. It 
is available now through distributors in 
an easy dispensing carton. Sales aids in- 
clude literature and displays. Hardware 
Designers, Inc., Dept. AL, 1052 E. 
Elizabeth Ave., Linden, N. J. 
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Builtin Laundry Area 


Jobber Don Pringle (left), Kenney 
Kitchen Distributors, Detroit, learns 
about the advantages of a new builtin 
laundry area for kitchens from the man- 
ufacturer’s general sales manager M. 
Clarke Reed, Jr 

Constructed of high-pressure laminate 
and medium priced, the builtin area 


encloses a washer-dryer™ combination, 
ironing board and ‘hamper; it has two 
shelves for odds and ends. Available in 
all sizes for any area in the kitchen or 
basement, it is offered in eight warm 
wood colors to blend with any decorat- 
ing scheme. 

Market data. Shown for the first time 
at the NAHB. Show, the builtin laundry 
area is available from distributors, job- 
bers or direct from maker. Dealer sales 
aids on the new product will™be avail- 
able in about two months. Nevamar 
Carefree Kitchens, Dept. AL, Odenton, 
Md. 
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Nu-Home Aluminum Siding 


Developed for the new home market 
and shown for the first time at the 
NAHB Show, Nu-Home Siding is de- 
scribed to Builder and Mrs. Harold C. 
Yelverton, West Texas Builders, Lub- 
bock, by manufacturer’s siding div. sales 
manager Andy Furman (left). 

The Nu-Home line is a lock-up panel 
featuring a vinyl finish on the front and 
back. An exclusive tension lock, con- 
cealed weep holes, prenotched ends, 
strong interlocked corners and a wide 
range of color choices are some of the 
features of the new line. The baked-on 
vinyl finish is factory warranted for 10 
years against chipping, peeling or craz- 
ing, maker announces. 

Market data. Available now through 
distributors, Nu-Home Aluminum Sid- 
ing is packaged 200 square feet per 
package. Dealer sales aids include sam- 
ples, a free kit, radio and TV commer- 
cials, newspaper ad mats and literature. 
Hastings Aluminum Products, Inc., Dept. 
AL, 429 S. Michigan, Hastings, Mich. 
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Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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14 classic wall 
tile colors 








14 porcelain 
floor tile colors 


in 8 designs 


7 MISTEX 
crystalline 
glazed floor 
tile colors 





Matching 
trim tiles 


Blending 
fixtures 





Installation 
materials 
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Packaged Attic Stairs 


President Francis V. Ingraham, Roof- 
ing Supplies, Inc., West Hartford, Conn., 
hears president Abe Sauer (right) tell 
about the advantages of his firm’s new 
Gold-Met! Stairs introduced for the first 
time at the NAHB Show. 

Gold-Metl Fold-Down Attic Stairs are 
precision die-formed from hard, heavy- 
gauge steel, with wood frame. Manu- 
factured in three widths and five adjust- 
able lengths, all three models can be 
used as semi-permanent stairs to the at- 
tic, it is said. Features include a new 
steel handrail for added safety in ascend- 


ing and descending; a distinctive gold- 
bond finish; a lifetime Gold-Metl Stairs 
warranty for the life of the home. 

Market data. Gold-Metl Stairs are 
completely packaged. Two men can in- 
stall the stairs easily in 15 minutes, 
maker says. Suggested retail price is $35 
and up. Available now through distribu- 
tors or direct from the maker. Tennessee 
Fabricating Co., Dept. AL, 1490 Grimes 
St., Memphis, Tenn. 
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Wall Tile for Bathrooms 


A builder's wife, Mrs. Leonard L. 
Bernhard, Leonard Building Co., Grand 
Blanc, Mich., learns about the sales ap- 
peal of bathrooms with new Formica 
Wall Tile from manufacturer’s repre- 
sentative David J. Murray. 

The new material comes in squares, 
10”x10”, and is flexible enough for easy 


application and butting together for 
perfect seams. Recommended applica- 
tion is with Formica Fast Dry Contact 
Bond Cement to dry wall, plywood or 
plaster at least 30 days old. Formica 
wall tile is packaged 50 to a box, six 
boxes to a carton. It is available in at- 
tractive bathroom colors, including gold- 
flecked aqua, camellia and white se- 
quin as well as Milano marbelized colors. 

Market data. Available through dis- 
tributors, Formica Wall Tile has a sug- 
gested retail price of 75¢ per tile. Mini- 
imum dollar investment for a dealer is 
$1,000 per initial order. Sales aids in- 
clude samples, ad mats, literature and 
national advertising. Formica Corp., 
Sub. of Cyanamid, Dept. AL, 4614 
Spring Grove Ave., Cincinnati 32, Ohio. 

Circle No. 228 on Handy Cover Card 


Exterior Redwood Finish 


A new redwood exterior finish is 
available in what the manufacturer 
claims is a new formula. It is known as 
G-P Redwood Finish. It is said to con- 
tain natural color pigments that enhance, 
but do not hide the redwood grain. It 
has a natural ultra-violet barrier claimed 
to keep redwood from discoloring under 
sunlight. It is said to flow on easily, 
without brush marks. 

Market data. Product will be available 
in 30 days. Retail price is $5.20 per gal- 
lon in five-gallon pails; also available in 
gallons, quarts and pints. A full line of 
dealer sales aids will be available. Geor- 
gia-Pacific Corp., Dept. AL, Equitable 
Building, Portland 7, Ore. 
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i en c 

12 foot long 
2-bench model 
Sunlyts are quality, “climate-controlled’” green- 


SUNLYT 


LOW PRICED 


Prefabricated 


GREENHOUSES 





Last yeor, th ds of g h 


were bought by home 


gardeners. This year, many more thousands of home green- 
houses will be sold. Get on the bandwagon and cash in on 
this fast growing new hobby. You can make substantial pro- 
fits selling famous SUNLYTS. Offer your customers a choice of 
three, superb, prefabricated, easily assembled, low-priced, 


glass-to-ground models. 


NO INVESTMENT ...NO INVENTORY 
You can sell SUNLYTS from literature and specifications. Ship- 
ments with full instructions will be made by Lord and 
Burnham, world's largest, most famous greenhouse manu- 


facturer. 


WRITE FOR SUNLYT’S DEALER PROGRAM 


SUNLYT Jr. 


Prefabricated, rustproof METAL and 
GLASS Sunlyt Jr. costs only $275. 
delivered (benches and inexpensive 





houses that have everything . . . automatic heating, 
automatic summer cooling and ventilation, all 
included in one hard-to-believe low price. A com- 
plete package, prefabricated for easy assembly by 
any ‘Do-it-yourselfer’’. Requires no foundation. 


heating extra). In this sturdy 6’ x 
8’ model, your customers can gar- 
den to their heart's content... 


LORD «-d BURNHAM 


IRVINGTON, N.Y 
Circle No. 94 on Handy Cover Card 


DEALERS! BUY DIRECT Sell PLATED WASHERS 


VITALITE in Complete Eampa7g| 


FIBREGLASS PANELS 


COREE REE HEHE HEHEHE HEHEHE EE HEHEHE 


at <a —.,. 

Pa ~_" THE “NEW LOOK" THAT SELLS 
Translucent Fibreglass panels—corrugated 
or flat—in an endless array of colors and 
textures, add striking permanent beauty, 
to any home, store, office or plant. Sell 
it for patios, carports, partitions, window 
walls, shutters, skylights, overhangs, en- 
closures, etc. Ideal for colorful non-break- 
able window glazing. Vitalite will SELL 
for you, wherever it is used. 

Write or phone for complete details. 
UNITED PLASTIC PRODUCTS CO. 
Dept. AL, Rte. 130, Florence, N. J. 
HYacinth 9-059! 

We manufacture the products we sell. 





growing anything and everything. 














Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 
handling ... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” ID. 
ORDER FROM YOUR JOBBER. 


WROUGHT WASHER MFG. COMPANY 


The World's Largest Producer of Washers 
2203 SOUTH BAY STREET . MILWAUKEE 7, WISCONSIN 
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Build Your Own Trussed Rafters 


Big attention-getter at NAHB Show 
was a special truss demonstration fea- 
turing the cutting, grooving and assem- 
bly of a full-scale Teco trussed rafter. 
Two men cut, grooved and assembled 
the Teco truss, using Wedgefit split ring 
connectors. The truss was completed 
and ready for erection in less than 12 
minutes. 

A fabricating bench was used by 
structural engineer R. L. Fletcher (left) 
and D. R. Norcross, manager, product 
sales, to cut and groove truss members. 
Saw guides and grooving stop blocks 


markup on cost is 40%-50%. It is avail- 
able now, in stock at approximately 54 
wholesale building material jobbers. Dis- 
play stand and other sales aids are avail- 
able, including ad mats. Townsend Lum- 
ber Co., Dept. AL, Stuttgart, Ark. 
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Sheathing & Siding in One 


Upson’s director of marketing, B. C. 
Wagner, explains to his firm’s jobber of 
beaverboard products, Julius A. Seidel 
(right), Julius Seidel Lumber Co., St. 
Louis, Mo., at NAHB Show how econ- 
omy and smart styling are combined 
when board and batten exterior walls 
are built with his firm’s Dubl-Bilt, a 2- 

(continued on page 106) 





The New Sfgemnan, Fork Lift 


Lifts 4000 lbs. at 24" Load Center 


* Tractor power steering with special 
Sherman steering valve and linkage 
provides maximum maneuverability. 


* Special implement bar for quick ad- 
justment of fork width or to attach 


High carbon steel inner-rails with 
replaceable bearing plates between 
inner and outer tower rail masts 
to reduce wear. 


and detach accessories. 
* Counterweight box can be properly 


Cross-braced inner channel 
to prevent side sway or 
distortion under load. 


Special tank de- 
sign for maxi- 
mum_ visibility. 


were marked with colored paints to show 
the fabricating procedure for Teco truss- 


es. The bench is patterned after a special 
design suggestion prepared by the firm 
to help dealers produce trusses for their 
builder and contractor customers. 

Market data. For an investment of less 
than $200, a dealer can with the use of 
the bench produce accurate trussed raft- 
ers in large or small quantities. The 
split ring connectors used in the trusses 
are available from Teco distributors na- 
tionally. Design details for the Teco fab- 
ricating bench and typical roof truss 
designs are available, without charge, 
from Timber Engineering Co., Dept. AL, 
ged 18th St., N. W., Washington 6, 
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Solid Walnut Paneling 


Half-inch random width and length 
side and end-matched solid walnut pan- 
eling is being offered in nested eight-foot 
cartons for interior wall finish. Manu- 
facturer claims this method of nesting 
the pieces makes for fast application; for 
example, in the eight-foot carton, one 
layer might have a six-foot and a two- 
foot piece; another layer might have two 
four-foot pieces. Because of the individ- 
ual pieces, cut-outs around electric con- 
venience outlets, etc., are said to be very 
easy. 

Market data. Average retail price of 
the paneling is reported to be 65¢. Retail 





weighted to compensate for any load 
within capacity of the unit. 

* Control handies within easy reach 
of operator. 

* Tower can be tilted full ten degrees 
backward or forward. 


EASY OFF-CENTER LIFTING 
Frictionless travel for normal, as well as 
off-center, lifting applications is provided 
by four large carriage rollers mounted on 
shielded roller bearings, and four hard- 
ened, self-lubricated, individually ad- 
justable side thrust rollers. 


Tractor mounted, the Sherman Fork Lift 
moves easily over any ground under any 
weather conditions. It travels every place a 
tractor can go. Because of this, many 
owners have been able to transform un- 
surfaced areas into productive storage 
spaces—and paid for their Shermans by 
eliminating paving costs. 

Since the steering wheel and the 
driver’s seat are reversed, the Sherman 
Fork Lift moves in the opposite direction 
from normal tractor operation. This puts 
the big rear wheels under the load for 
extra lifting safety, maximum traction, and 
a cushioned ride for fragile loads. 

The Sherman reversing transmission 
provides the same flexibility of speeds in 
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Individual brakes 
for close turns. 


Open channel-ends 
to prevent dirt ac- 
cumulation and to 
facilitate service of 
carriage and rollers 
without dissembling 
mast. 


Heavy six inch chan- 
nel sub-frame. 


reverse that the tractor has in forward 
gears ... quick shift, reverse direction in 
any gear speed. 

The Sherman is also available in an 
“R” Model, that does not reverse the 
steering or the operator’s position. Tractor 
power steering is available. 

Because the Sherman is distributed 
through Ford Tractor dealers, service 
facilities and spare parts are always avail- 
able when needed. 

Find out today why the Sherman Fork 
Lift will soon pay for itself in labor saved. 

Write for Bulletin No. 1184. 


<Sheeman 


SHERMAN PRODUCTS, INC., Royal Ook, Mich. 
POWER DIGGERS + LOADERS + FORK LIFTS* 
SOIL WORKING TOOLS +» CRANES AND EXCAVATORS 


*mfd. Exclusively for Sherman Products, inc., 
by K-D Mfg. Co., Cleburne, Texas 
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“Trial-and-error digging 1s a dog’s life’’ 


How do leading firms and salesmen 
avoid ‘cold’ prospecting? 


In the new construction market, they use Dodge 
Reports to pinpoint active prospects ... and guide the 
timing of sales calls. 

Dodge Reports are mailed daily — directly to you 
or your salesmen. They tell who’s going to build what 
and where. You specify the areas and types of con- 
struction you want covered. For each project, Dodge 
tells you whom to see... when bids are wanted — and 


even who else is bidding... anywhere within the 37 
Eastern States. 

Let Dodge show you how you can avoid missed or 
mis-timed opportunities...how you can concentrate on 
jobs you know will be profitable . .. how you can end 
the nuisance of ‘cold convassing’ ... how you can cut 
sales costs and boost salesmen’s morale and earnings. 


WRITE FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. AL29 


Send me the book “Dodge Reports—How To Use Them Effectively” 
and let me see some typical Dodge Reports for my area. I am interested 


in the general markets checked below. 
() House Construction (C) General Building 
(C) Engineering Projects (Heavy Construction) 





Area mpneiinieaia senibiibinthectsattla as tagsici 
Name 
Company 


Address 


City — 


Dodge Reports 


v-4 tables 
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NEW SALES-TESTED SELLING 
AIDS! Heart of your new Sargent 
“Sales-Tested Profit Plan’ is a 
complete selection of hard-selling 
residential hardware displays, con- 
sumer literature, ad mats, radio 
commercials, streamers, decals and 
an illuminated “Sales Center” sign. 





NEW SALES-TESTED RESIDEN- 
TIAL HARDWARE CATALOG! The 
award-winning show-piece of your 
“Sales-Tested Profit Plan.” Full- 
color, fully illustrated book perfect 
for showing and selling the com- 
plete line of residential locks and 
hardware. Your copy is waiting. 


NEW SALES-TESTED LUCKY KEY 
CONTEST! An exciting builder pro- 
motion for you... to help increase 
your sales by helping builders sell 
more homes. For particulars on the 
1959 “Sales-Tested Profit Plan” 
write Sargent & Company, New 
Haven 9, Conn., Dept. 3-B. 


Keeps your hands full making money... Sargent’s new 
“Sales-Tested Profit Plan.” 
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NEW PRODUCTS 


(begins on page 87) 





in-1 fiber wallboard that is both sheath- 
ing and exterior siding. 

Available in 4’ x 8’, 4’ x 9’ and 
4’ x 10’ panels, primed outside only or 
both sides as desired, Dubl-Bilt is ex- 
pressly engineered for board and batten 
construction. It splits labor costs in two, 
says maker. Eliminates need for corner 
bracing when used on studding spaced 
16” o.c., Dubl-Bilt’s great strength is 
said to allow its use even on studding 
24” o.c. where local building codes per- 
mit. Full %4” flange on long edges of 
panels make tight, windproof joints. 

Market data. Available now through 
distributors, Dubl-Bilt panels may be 
purchased in any amount. Dealer sales 
aids include literature and samples. The 
Upson Co., Dept. AL, Lockport, N. Y. 

Circle No. 232 on Handy Cover Card 


Auxiliary Doorware Roses 

Newly introduced to the line of All- 
Star doorware escutcheons and roses is 
the No. 954 Dallion. It can be used with 
any Stilemanor or Homegard knob, ar- 
ranged in any number of pieces or any 
position desired. The unit is available in 
both wrought brass and bronze, in a 
variety of finishes. The unit is perforated 
permitting the use of contrasting color 
underlays. 

Market data. The No. 954 Dallion is 
available to “All-Star” residential hard- 
ware distributors and dealers. It is 
packed four to a box. Russell & Erwin 
Division, Dept. AL, The American 
Hardware Corp., New Britain, Conn. 

Circle No. 233 on Handy Cover Card 


Dua-Laps New Four-Foot Panels 


Secretary P. D. Gravett (right), Ro- 
anoke (Va.) Sash & Door Co., hears 
general sales manager F. “Jack” Back- 
enstoe describe the merits of his firm’s 
new Dua-Laps Four-Foot Shingle Pan- 
els. An ideal item for tapping the profit- 
able modernization market, the panels 
may be applied directly over any old 
side wall, sheathing, wood or _insul- 
board, said Backenstoe. 

Panels arrive on job in handy four- 
foot units, easy to handle and to apply. 
Choice of six attractive colors. Also 
available in gray and white prime, then 
you may choose from 18 supercoat col- 
ors. All genuine red cedar No. | grade 
shingles, they are nailed and clinched, 
top and bottom. 

Market data. Introduced for the first 
time at the NAHB Show, the new four- 
foot panels are now available through 
distributors and jobbers. Sales aids in- 
clude color charts, display panels and 
literature. The American Stained Shingle 
Co., Dept. AL, 381 Spruce St., Colum- 
bus, Ohio. 
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Shingle & Siding Selling Aid 


Ken Maidlow, residential building stu- 
dent at Michigan State University, East 
Lansing, and Jim Hayhoe, Jr., Capitol 
City Lumber Co., Lansing, Mich., watch 
demonstration of Carey’s Color-Coor- 
dinated System for selecting best body, 
trim and color accents to go with indi- 
vidual colors of Carey roofing shingles 
by the firm’s advertising and sales pro- 
motion director Robert F. Quinn (right). 

Developed by well-known color con- 
sultant Howard Ketcham, the system is 
specifically designed to enable builders 
and dealers to apply the principles of 
exterior decorating to their individual 
home developments. 

Market data. Available now, the Carey 
Colordinator is offered to dealers free of 
charge as an effective tool for selling 
Carey asphalt shingles and asbestos ce- 
ment siding. The Philip Carey Mfg. Co., 
Dept. AL, Lockland, Cincinnati 15, 
Ohio. 


Circle No. 235 on Handy Cover Card 








SLIM LOOK in Legs 
,. Sparks Sales! 


s 
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DENNIX 
LEGS 


‘ DENNIX— 


Scandinavian style 
ROUND TAPER 


LEGS 


Modern elegance and 
grace in fine hardwood. 
New 3” solid brass trim 
taper ferrule. 


For variety in style and 
size stock Dennix 
furniture and table 
legs and other 
“‘attachables’’ and 
have a real good 
“‘do-it-yourself"’ 
section 


The price is right, quality ‘ 
guaranteed, Quick delivery. 


WRITE FOR FREE 
CATALOG 


Are Customer 
Pleasers! 


You invest in good 
will every time you 
sell a Dennix product. 
They look good, stand 
up well, and are easily 
attached. The vast 
variety of Dennix styles 
and sizes is a great 
sales help. And prices 
are competitive. 


Stock Dennix Furniture 
and Table Legs, Book- 
case Builders, adjust- 
able shelf brackets and 
you'll find the ‘‘do-it- 
yourselfers”’ have 





made your store their 
buying headquarters. 





The New Extra Heavy 


SQUARE TAPERED 


LEG 


with heavy duty bracket 





2-WAY 


“Bennett rane saw 


CROSS-CUT OR 


RIP 


TILE BOARS 


Retail lumber yards all over the 
U. S. and Canada are using the 
Bennett 2-Way Panel Saw to give 
quick, accurate, cut-to-size serv- 
ice—at a profit. 


@ ACCURACY—all cuts are 
consistently square. Verti- 
cal and horizontal scales 
are attached for selective 
cuts. 


SAFETY—machine is fool- 
proof. Completely safe for 
unskilled help. 


RIPS OR CROSS CUTS 
without removing panel 
from machine. 


ONE MAN OPERATION— 


Steel straight position brackets (No. 5) 
Flare brackets (No. 5F) on request. 


WRITE FOR FREE CATALOG 


DENNIX 


PRODUCTS CO. 
33-04 DOWNING STREET 
FLUSHING 54, N. Y. FLUSHING 54, N. Y. 
—— Dept. AL-2 ; Dept. AL-2 
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one man con cross cut or 
tip a 4’ x 12’ panel quicker 
than two men can on o 
table saw. 











_ we 
DENNIX 


PRODUCTS CO 





WRITE FOR PRICES AND LITERATURE 


RICHARD C. BENNETT MFG. CO. 


33-04 DOWNING STREET 
BOX 339 LACEYVILLE, PENNA. 














Circle No. 101 on Handy Cover Card 
February 16, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


5 CRS Ra rit 





BUILDERS BUY 


for many uses 


FARMERS USE IT! 


Telamachiitels (lille Melile MClMMIIch Amc laLIMeTiatlal las) 


Score it, snap it and nail it in place! Ruberoid 

Stonewall Board has 1001 uses...no wonder 

it’s a volume seller. Stonewall Board is an-* 
other outstanding example of Ruberoid lead- 

ership in product development since 1886 . . . 

another reason for the loyalty of Ruberoid 

dealers . . . another reason why progressive 

dealers carry the Ruberoid banner. 


ARCHITECTS SPECIFY IT! 
for various uses in commercial 
folate Male Liiaie Laelia aie 


Ey TO alec: a a 


And that’s not all! Ruberoid gives you a com- 
plete line of products for every roofing and 
siding need. Brand recognition and prefer- 
ence...national advertising support...every 
merchandising aid you need. Find out why it 
pays to be a Ruberoid Dealer. Contact your 
Ruberoid representative today. Or write: 
The RUBEROID Co. 


500 FIFTH AVENUE, NEW YORK 36, N. Y. 
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EXTRON 


TE STORM WINDOWS 

Sell storm windows with a minimum of installation 
troubles. Sell the famous TM triple track and two track 
designs. A complete selection of all sizes and styles to 
fit every type of architecture no matter the particular 
preference or model popular in your market. Textron 
Metals has the perfect window to fit the bill. You elim- 
inate bothersome installation headaches, too, with the 
dynamic “floating action” frame that enables you to 
make installations in a matter of minutes, pile up profits 
faster than ever before! 


ae xt Oppo o > 

* Guaranteed by % 
Good Housekeeping 
Stor 


* 
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TEXTRON METALS Company 


THE AWNINGS 


The perfect over-the-counter item for quick sales and 
fast profits. A completely packaged awning with full 
instructions for assembly. Ideal for the handyman or 
do-it-yourselfer. Constructed of rolled formed alumi- 
num with baked on enamel applied over an alodine 
ground treatment that assures years of lasting satisfac- 
tion. Wonderful selection of color combinations. You'll 
welcome the opportunity to provide your customers 
with this sturdily built yet inexpensively priced prod- 
uct that has sales appeal in every line. Available for 
both window and as door canopies. 


com a a 
Guaranteed by = 
Good Housekeeping 


* 
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BENEFIT FROM ONE SOURCE DELIVERY... 
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STORM DOORS 


Sell every design from a complete line of storm doors 
including the competitively priced Mayfair jalousie 
door. TM DOORS can be supplied with either Z-BAR 
or EXPANDER installations. The PATENTED 
SPRING HINGE Z-BAR is exclusive with these doors, 
and all doors come fully equipped for easy and imme- 
diate installation. You also get special literature that 
actually acts as a handy sales manual to help the con- 
sumers determine the right door for their home. 


a <aunt Oyen oe > 


Guaranteed by’ a 
Good Housekeeping 


“y 
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Branch plants and ware- 
houses throughout the 


country to serve you... 
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SIDING 


MORE aluminum per foot than any other siding on 
the market provides you with a top quality service free 
product. Available for either Horizontal or Vertical 
application along with powerful sales manuals that 
dramatically illustrate TM SIDING’s plus features. 
MORE preparation with TM SIDING. A heavier and 
more thorough enamel is applied to both FRONT and 
BACK of TM siding and then is SLOW BAKED into 
a permanently bonded finish in a stunning selection of 
pastel colors. 


cont OF , Miung a 


F Guaranined by» 
Good Housekeeping 
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TEXTRON METALS Company 
39 James St., Girard, Ohio 


Please send more information on the 


“Sell Them AIl” Line. 


[] DOORS [] WINDOWS [j SIDING [J] AWNINGS 
NAME 


ADDRESS 








Cees 


705—9.2 Wood Windows 


a. Windows shall comply with the following: 
(1) Standard Stock Ponderosa Pine Win- 
dows, Sash and Screens—C-.S. 163. 


(2) Standard Stock Double-hung Wood 
Window Units—C.S. 190. 


: (3) Standard Stock Ponderosa Pine Insu- 

The AWWI Seal lating-Glass Windows and Sash—C.S. 193. 

(4) Standard Stock Wood Awning Window 

Units and Projected Awning and Station- 
ary Sash Units—C-.S. 204. 


( ~~ QUALITY Lo "se + + S\ APPROVED ; (5) Standard Stock Wood Casement Win- 








/ FABRICATOR “\ NO. 969 O dow Units—C.S. 205. 


\ American WOOD uae Institute 


CONFORMS - UNITED STATES COML STND.204-56 b. Wood frames for windows shall comply 


with C.S. 208. 


THE QUICKEST AND EASIEST WAY — 
TO SHOW THAT YOUR WOOD WINDOW UNITS 
CONFORM TO NEW F.H.A. STANDARDS 


The American Wood Window Institute Seal on your 
wood window units quickly identifies them as the 
quality window units which meet the new FH.A. 
standards. If you're interested in the A. W.W. . 
Seal Program, — to: 








woo DWORK 39 South LaSalle Street 


! 
| 
An Association of Western Pine Prediieare and Woodwork Manufacturers " Chicago 3, Illinois 


MEMBERS —Woodwork minis Serine Island Mil Millwork Co, : ‘ichrigt 7 Timber Co. <caitgrma D Corp. 


; Edward Hines pes Conner ny 
; i Warm Lumber Compan: 
eae industrial Sretoanie t Mies Spenas ts pany 


crane yee ogg Winton Lumber Co. 
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Management Workshop-In-Print 


FROM Bd Ror, 








99 WAYS TO SELL AT A PROFIT AGAINST CUT-PRICE COMPETITION 








* Second of a Series (See “Price Competition Finds Some Dealers Asleep,” page 28.) 


When Quoting Make The Price a Palatable Drink and Serve It Like a Host 


Rule 6. Never let your price become a thing apart. Always 
blend it with benefits to the customer, reasons why and the 
proof of satisfaction. Mix it and serve it as you would a 
tasty drink. (See Box—‘“Tested Sentences” on page 112) 


Rule 7. Never be in a hurry to quote a price. Keep the 
timing of the price quotation completely in your own 
hands. If you are talking buyer benefits the prospect will 
wait for the price. Delay the price until all the facts are 
secured upon which the right price can be built, 


Rule 8. Never quote a price without obtaining the follow- 
ing information: 

what is the buyer’s end use for the materials? 

what is he going to build? 

how is he going to use them? 

where is he going to use them? 

when is he going to use them? 

how much is he going to need? 

how is he going to pay for the goods or service? 

what service will he need in connection with the sale? 

Desirable information to get before quoting would in- 
clude: the buyer’s estimated monthly income, his net worth, 
his credit rating, whether he owns real estate or not, and 
his occupation. 

Relax. Make the sale a delightful experience for both 
you and the buyer. His conversation will tip you off on 
the best way to sell him. 

Try to get the buyer to talk about his ideas, ideals, as- 
pirations and problems—the more you know about the 
buyer, the easier to make the sale at a profitable price. 


Rule 9. Reach for a drawing board instead of a price book. 
Sketch the buyer’s project, planting thoughtful and con- 
structive suggestions as you proceed. Show a sincere in- 
terest in the buyer’s problems and a determination to find 
the answers. The buyer will become so interested in the 
plus services you offer that your price may never be asked 
for until time to close the sale. 


Rule 10. Never quote a price until you've laid the proper 
foundation for it. That foundation should consist of a 
stack of benefits, fortified by reasons why and by testi- 
monials from third parties as to the accuracy of your state- 
ments. Justify your delay in quoting a price by your need 
to understand exactly what the buyer’s problems are and 
how you can be of help. 


Rule 11. Take the buyer through your plant, store and of- 
fices. Introduce him to key people in the organization. Sell 
your plant, equipment and organization in terms of service 
to him. For example, when you are introducing him to the 
credit manager you might say “Joe knows more about 
mortgage financing than anyone else in town.” Stress the 
technical ability of your trained personnel. 

Point out at this time that competition may be quoting 
on the same specifications but not on the same completed 


job—that your company’s quality, equipment, personnel, 
performance, past records, etc. assure a better total job. 


Rule 12. Set up every possible facility to make it easy to 
control your price, such as an exclusive supply of construc- 
tion loan money, an exclusive source of mortgage money, 
exclusive brands, a supply of building lots, exclusive de- 
signs, etc. 


Rule 13. Build your proposal to fit the buyer’s needs and 
then build your price to fit the proposal. Prepare an at- 
tractive colorful illustrated presentation. Price cutters sel- 
dom do this. 


Rule 14. When you do quote a price, make it appetizing. 
Nobody likes to part with money, so when you talk money, 
sandwich it between two slices of well browned toast:— 
the benefits to the buyer and the product qualities that 
bring the benefits. Then top it off with some tasty dressing 
in the form of proof of what you say. 


Rule 15. Always quote the monthly payment price first 
on every quotation over $50.00. It is always easier to re- 
duce the financed price to a cash basis than to increase 
the cash price to a financed price once you have quoted it. 


Rule 16. In quoting commodity prices, always quote on 
the smallest possible unit—a board foot instead of price 
per M, single floor tile instead of price per square yard, 
etc. Insist on top price for small quantity orders. There is 
little enough profit in them at any price. 


Rule 17. Call attention to some price leaders or special 
bargains you have and emphasize that your company is 
always a source of good buys. 

Rule 18. Keep prices comparatively low when they are 
familiar to the buyer—higher when they are unfamiliar. 
Grade up your gross margin by building an end-use pack- 
age sale. 

Rule 19. When quoting materials as materials, you may 
have to take a mark-up of as little as 3343%. You can 
easily get twice that when you sell the same materials in 
a package! 

Rule 20. Don’t ever get panicky. Don’t flinch. Don’t look 
worried. Take it for granted when you plan your sale that 
the buyer will say your price is too high. Be relaxed, calm 
and ready to meet it. Be glad it’s out on the table. Be en- 
thusiastic about overcoming it. Have your first reply ready, 
so when the buyer says “your price is too high”, or “I can 
buy it cheaper elsewhere”, so what? Neither one is ever 
a statement of fact. They are opinions and opinions can be 
changed. 

Rule 21. Do not try to force a change in the buyer’s opin- 
ion. The very essence of selling is to cause him to change 
his own mind without high pressure. 

Rule 22. If your customer tells you he has a lower price 
than yours, he has one of three things in mind—(a), he 
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really has a lower price but he wants to buy from you and 
is seeking reasons why he should pay you a higher price; 
(b), he is bluffing in an attempt to chisel your profit; or 
(c), he is telling what to him is a white lie in order to see 
if you will weaken. At this point it is important for you to 
spar until you determine the truth of the matter. Tactfully 
express unbelief on your part. Uncover by questioning 
some revealing statement that will tell you the real situation. 
Rule 23. Remember that the buyer’s reaction to your price 
is normal—universal. You and I—everybody—wants to 
buy as low as anyone in similar circumstances can. Our 


buying prices are never as low as we want them, and yet 
most of America buys at the retailer’s asking price. Show 
your confidence, that your price is right, fair, decent, jus- 
tifiable. Be proud of it. Assume that the buyer will react 
favorably to your evident conviction that yours is the right 
price for the quality and quantity of materials and services 
that you propose to provide. Buyers intuitively sense any 
lack of price firmness. Your own conviction that your 
price is right will play a vital part in convincing the buyer 
that this is true. 

CONTINUED IN OUR NEXT ISSUE 


Tried and Tested Selling Sentences to 
Convince Buyers That Your Price Is the Right Price 


(Suggestion: Perhaps you will not want to use these sen- 
tences exactly as written. Translate them into your own words 
so that you will talk naturally) 


“When you entrust your project to us our entire organi- 
zation goes to work for you—our physical plant, our ma- 
chinery, our store facilities and our trained personnel”. 


“We guarantee our materials will meet your specifications. 
We give satisfaction or your money back under this guar- 
natee” 


“Let’s work it all out on paper first” 
“Get rid of your worries by letting us handle these prob- 
lems for you” 


“Nearly every layman needs help when it comes to buying 
materials and contractor labor. We have trained our organi- 
zation to provide that help competently. Let’s go over your 
needs and see where we can help” 


“You'll get the best value in buying from us because our 
proposition gives you”—(state six benefits to the buyer, six 
things about the products or services that cause those bene- 
fits, and wrap the sales up with conclusive proof of the six 
benefits. 


“We have sold a great quantity of this at our price in the 
last few months and buyers keep coming back again and 
again for more”. 


“To the layman, one of the most confusing things in the 
world is a building specification. We have had long training 
as building counsellors.” 


“Not long ago we did a job for Mr. and Mrs. Smith that is 
very much like your project. Why don’t you get in my car 
and let me drive you out so that you can see the type of 
materials and service we provide?” 


(Example of sandwiching a price quotation between a ben- 
efit and a reason) “This full, thick insulation which will give 
you the maximum saving is only 8¢ a foot—it has the largest 
number of insulating cells per square foot of any product on 
the market”. 


“There is no satisfaction like owning the best—especially 
in your home.” 


“We'll come to the question of price in just a minute, but 
first let us fully understand what our proposal will mean to 
you”. 

“This entire inventory, plant, machinery and all our people 


are organized for just one purpose—to give you the particular 
service you need” 


“Your wife loves to show her friends the quality features of 
her home. She'll always be proud of the (specification) we 


supply”. 





Trade Mark 
DOUGLAS FIR 


Registered 





PONDEROSA PINE— SUGAR PINE 
WHITE FIR 


Annual Production 56 Million 
High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


INCENSE CEDAR 


ANDERSON, CALIFORNIA 
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“A” — Position U-NYL-GLIDE off center, at top or 
bottom of back of drawer, to ride in Monorail mounted 
on either side of center wood rail. 








“B” — Position U-NYL-GLIDE at center top or bottom 
of back of drawer, to ride in Monorail mounted on 
either top or bottom of center wood rail. 





“B” (SIDE MOUNTING) — Position U-NYL-GLIDE in 
center of either of the back sides of drawer, to ride 
in Monorail mounted to the interior side-wali of 


( PAT. PEND.) 


THE UNIVERSAL NYLON GLIDE 
AND STEEL MONORAIL 
(CAT. NO. 300): 








(Actual Size) 


Mew! 


eile 


Astonishingly 
simple and 
inexpensive 
drawer control 








“C” — Position same as “A” but with overhang elim- 
inated to permit use with %” front wood rail. 














U-NYL-GLIDE serves as a positive stop — yet drawer 
can be removed and replaced by simply tilting to 
clear front wood rail. Then straighten drawer for 
automatic engagement with Monorail. 
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With U-NYL-GLIDE you have 18 inches of smooth, quiet, rustproof, trouble- 
free drawer action for all cabinet, vanity or furniture drawers. No notching 
of drawers or wood rails required — yet two drawers may be operated 
off a single center wood rail with no need for anti-tilt rails. Ideal for 
high volume production with pre-installation to drawer backs and center 
wood rails. The savings in lumber and labor practically offset the cost 
of U-NYL-GUDE. 


AT YOUR JOBBER OR WRITE 


PENN-AKRON 


CORPORATION 
( HARDWARE DIVISION ) WOODSIDE 77, NEW YORK 
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American 


Lumberman 
Classified 


Advertising 





Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 
cash discount 


No agency commission or 


allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 
AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 











HELP WANTED 








HELP WANTED 








BUSINESS FOR SALE 











Wonderful opportunity for good salesman to 
sell builders’ hardware and specialties to 
lumber yeses in established territo: for 
largest distributor on the East Coast. ner- 
ous draw against commission. Yearly earn- 
ings excellent. Reply Box No. F-42 Ameri- 
can Lumberman, Inc. 





WANTED: Top Flight Sales Manager—three 
Pacific Coast Retail Lumber Yards—Must 
have experience, ability and integrity. Ad- 
dress Box G-20 American Lumberman, Inc. 





HARDWARE MAN WANTED 
Excellent opportunity with established pro- 
ive Tucson, Arizona lumberyard. - 
uisites are experience in contract hardware, 
tracts, estimating, and purchasing. This is a 
key position and applicant should have good 
sales record and ae ot Compensation 
7. Send complete information. Lumber 
istributors, Inc., 970 South Cherry Ave. 
Tucson, Arizona, or telephone I. Manspeaker, 
Main 44451. 





Wanted, by well established wholesaler with 
the best of mill connections, a lumber sales- 
man for Michigan territory. Reply giving full 
information. Address Box G-21 American 
Lumberman, Inc. 





A small line yard Company is interested in 
securing a fully qualified Retail Lumberman, 
age from 35 to 45 for position as General 

anager. Salary plenty adequate with bonus 
possibilities. ust be fully qualified for 
such a position. Partners want to semi-re- 
tire. Volume 1958 approximately $2,000,- 
000.00. Yards located in Colorado close to 
Denver. Answer with full details to Box 
G-22 American Lumberman, Inc. 





Building material salesman, County Seat 
town Central Iowa, independent yard. Call- 
= on contractors and farmers, package 
sales. Salary plus commissions. Top earnings 
with fast growing business. State age and 
experience first letter. Advancement for 
manager of small yard. Address Box G-23 
American Lumberman, Inc. 





UNUSUAL OPPORTUNITY 
Looking for topflight man seeking a future 
with a long-time, established, well-financed 
manufacturer-wholesaler, ans largely 
west coast woods, with principal headquar- 
ters in the East. If you are the type of man 
who has not Sopees growing, contact us at 
once, submitting information in detail. Ad- 
dress Box G-30 American Lumberman, Inc. 





If you are capable of successfully managing 
an old established Retail Building Material 
and Construction business against tough com- 
petition I have a real opportunity for you. 
pata Box G-31 American Lumberman, 
ne. 





One of America’s leading Manufacturers of 
awning windows, jalousie doors, and combi- 
nation screen/storm windows and doors, has 
openings for two aggressive salesmen. Cover 
the greater Midwest wholesale buildin 

trade. Excellent a | plus commission an 

expenses. Experienced men only need apply. 
Al ap lications will be held confidential. 
MALCO., INC., 610 - 37th Ave., ROCK IS- 
LAND, ILLINOIS. 
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Wanted experienced young, married second 
man with knowledge of retail lumber and 
hardware. Write United Lumber and Mer- 
cantile Company, Aspen, Colorado. 





WANTED: Aggressive man to establish and 
operate a department for the design of 
homes, additions, farm buildings and other 
big ticket items for a lumber yard. No stere- 
otyped man is required. If you have enthu- 
siasm, initiative, imagination, plus selling, 
building, or a | ability or experience, 
contact us giving full details and references. 
All replies, of course, will be kept confiden- 
tial. Address Box G-32 American Lumber- 
man, Inc. 





SITUATIONS WANTED 











Building material merchandising, 20 years 
experience. Line pees general office, pur- 
chasing, advertising, yard management, 
sales, , construction. Good references. 
Relocate. Write Box G-24 American Lum- 
berman, Inc. 





Manager, 10 years experience in buying, 
selling, estimating; college graduate. Inter- 
ested in profit-sharing arrangement with op- 
ortunity to become part owner. Address 
Box G-33 American Lumberman, Inc. 





SALES REPRESENTATIVE 
WANTED 











Wanted—Manufacturers Representa- 
tive to sell complete line of tub 
closures, patio sliding doors, jalousies, 
awning windows and aluminum 
screen doors. Stave Area in which 
you sell when writing for details. 
General Window Corporation, 275 
East 10th Avenue, Hialeah, Florida, 


Dept. A 





For Sale—Retail lumber, building supply, 
concrete block plant, and ready mix con- 
crete business with annual sales over $400,- 
000. Everything located on one site near 
center of Western Penna. town. Plus two 
rail sidings, B&O and P.R.R. Reason for sell- 
ing—owners wish to retire. Address Box 
G-29 American Lumberman, Inc. 





For Sale: Old established Retail Bldg. Mate- 
rial & Construction business in manufactur- 
ing city of 15M surrounded by exceptionally 
rosperous farm area. With building boom 
ust ahead this is the opportunity of a life 
time. After nearly 60 years of active man- 
agement owner feels he should retire. Ad- 
dress Box G-35 American Lumberman, Inc. 





Retail lumber, millwork and hardware 
(Highway location) now doing approximate- 
ly '$180.000 annually needs additional capital 
and aggressive management to expand and 
be able to take advantage of opportunities in 
fast growing Central New Jersey. Will con- 
sider merger or outright sale to buyers who 
qualify. Address Box G-34 American Lum- 


rman, Inc. 





GOING FULL BLAST 


Lumber and Hardware Business 
In fastest growing County in Florida. 
Owner’s wish to retire is some one’s op- 
portunity. Inventory at cost. Equipment in- 
cluded. Annual gross nearly $1,000,000.00. 
Sale outright or lease with option. $50,000.00 
cash will swing it. 


Details from 


GLEASON & NEAFIE, REALTORS 
123 Fifth Avenue Tel: Parkway 3-0661 
Indialantic, Florida 





MISCELLANEOUS FOR SALE 











Nationally known door lock manufacturer 
selling to lumber, building material and 
hardware trade has openings for established 
commission sales representatives in choice 
protected territories. Address Box F-47 
American Lumberman, Inc. 








MACHINERY FOR SALE 








6”x10” No. 110 Hall & Brown planer and 
matcher with single profile. Good condition— 
$1500.00. 


Castleberry Lumber Co. 
Box C 1—Benbrook, Texas—Ph 8-6592 
Ft. Worth, Texas 


CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





MULTIPLEX DISPLAY RACK FOR SALE 


Double, Floor Model, Drilled for 15 Doors 
and 15 Wing Displays. Complete with 13 
channel lumber Wings (less fillers), and 15 
Door hanger brackets. Original Factory Cost 
over $300.00. Will sell for $150.00, FOB our 
ard. SCOTT LBR., 1301 E. 10th, Amarillo, 
‘exas. 
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‘‘Have You Overlooked This?” 


The following manufacturers were carried in the February 2 issue 
of American Lumberman PM and are again listed with their 
inquiry numbers for your convenience. Use the Handy Cover Card 


for more information. 


chian Hardw 
eatures listing of ee aii Hardwood manufacturers. 
Barclite Corp. ef America 
Free peereeuee and samples of Barclite are available. 
Bruce Co., L. 
Color Sookiet on patterns and styles of hardwood flooring 
mentioned. 
Chevrolet Div. of General Motors 
Complete description of the 59 Chevrolet Thriftmaster 6 truck. 
Concord Woodworking Co. 
Offers special quantity discounts on lawn and garden products. 


DeKalb Commercial Body Co 
Features information book Ay DeKalb Commercial Body Trucks. 


Deshler Products Co. 
Carries a full listing of paint sundries that offer a 40% profit. 
Dodge Div. of Chrysler Co 
Selling message on Dodge rucks and their special features. 
Early American Fence Co. 
Brochure is offered which includes a price list and a proven 
selling plan. 
Ford Div. of Ford Motor C : 
Covers important money saving features of the '59 Ford truck line. 
Georgia-Pacific 
Coupon offers information and nearest source for G-P 
Premium Sheathing. 
Gering Products, Inc. 
Offers information & samples ‘of GER-PAK polyethylene film 
and Miracle Tape 
Gilbert & Bennett Piife. Co. 
Free newspaper ads on posters are available to help sell welded 
fence. 


Inland Steel Products Co. 

Price list available on «4 MILCOR profit-makers. 
International Harvester 

Covers the new international, 340 Utility Tractor with special 

economy features. 
hine Works 

Carries a case history that points up product advantages. 
Libbey-Owens-Ford Glass Co. 

Booklet offers information on a glass department on the selling 


floor. 
Linseed Oil Products Corp. 
Covers selling campaigns of the Liquid Raw-Hide finishes for 
wood. 
Lumbermens Mutual Casualty Co., The ..............-.00-000005 
Booklet available covering correct insurance protection. 
Masonite Corporation ° 
“ns offers information on Masonite’s “Showcase” promotions 
or 
Maze Co., H. 
Nail oh and catalog are available from manufacturer. 
Menominee Indian Mills 
Offers Hardwoods, White Pine and Hemlock to the trade. 
Minnesota Mining & Mfg. Co. 
Cartoon portrays salability of * ‘Scotch"”’ brand masking tape. 
National Gypsum Co. 
Covers features of a new low-priced ceiling tile called “‘Silentex.” 
National Lead Co. 
Points out the ort art of a “Dutch Boy” franchise to dealers. 
National Manufacturin 
Catalog available feoteving the National Builders Hardware line. 
New York Wire Cloth Co. 
Features “‘Opal Vinalume, the screening that never grows old.” 
Pittsburgh Plate Glass Co. 
Details pean ae advantages of Pennveron window glass. 
Pratt & mbert, Inc. 
Write for franchise sales support & trade advertising by 
manufacturer. 
R-B Co., The 
R-B Roil- Off truck body catalog and price list available. 
Silcrest Co., The 
Dealers are offered the Crestline Price Protection Guarantee 
upon request. 
Simpson Logging Co. 
Coupon offers = roduct information on doors, redwood, acoustical 
& “yg sere. and plywood. 
Sterling Corp., 
Literature . 4 lists are ‘available on Security sliding door 
hardware. 
Structural Slate Co. 
Manufacturer offers merchandise aids to help sell “Packaged 
Slate Patio.” 
Symons Clamp & Mfg. 
Coupon offers complete price information on Symons Steel Stake. 
Tarter, Webster & Johnson, Inc. 
Product features of TWJ White Fir for the lumber trade. 
cinaeee Stove Works 


bod White Cement 

ers commer booklet to dealers to increase ce t sal 

= St wid 4 Hoe Co., The eerhrmospageisends 
scribes the Green Thumb merchandising pro f 

Walker & Son, Inc., T. V. ve es ane cepaneme 

Coupon covers information available on Aluminum sliding 

glass doors. 

Warp Smee 

romotes wholesaler distribution of War Plasti 
Wea Asem. p's Plastic Coverali. 


. Conversion i 
anufacturer offers Consenirated sales program f 
handle Ceiling Tile — cena Atay 
Wood-Mosaic Corp. 
Manufacturer of Appalachian Hardwood products for the build-— 
ing trade. 


INDEX 


ADVERTISERS’ 








Aluminum Co. of America 

American Floor Machine Co., 
Div. of American-Lincoln Corp. 

American Screen Products Co. 


Barrett Division, 

Allied Chemical 
Behr-Manning Co., 

Div. of Norton Co. 
Bennett-Ireland Inc. 
Bennett Mfg. Co., spore S. 
Bestwall Gypsum 
Black & Decker Mig. 
Bunyan Lbr. Co., 
Burroughs Cor oration 
Buss Machine Works 


Caradco, Inc. 
Certain-teed Products Corp. 
Clarke Floor Machine Co. 
Concord Woodworking Co. 
Continental Can Co., 
Conolite Div. 
Continental Steel Corp. 
Cupples Products Corp. 


Dennix Products Co. .. 
Dexter Lock Division, 
Dexter Industries, 
Dodge Corp., F. W. 
Durham Co., Donald 


Evans Rule Co. 


Fordyce Lbr. Co. 
Formica Corporation, 
Sub. of Cyanamid .. 


General Bronze Corp. 
Georgia-Pacific 


Goshen Mfg. Co., —— 
Graham & Co., Inc., John H. 
Habitant Fence, Inc. 
Homasote Company 


Illinois Lock Co., The 
Inland Steel Products Co. 


Kaiser Aluminum & Chemical Sales, Inc 
Kellogg and Sons, Inc., Spencer 
Keystone Steel & Wire Co. 

Knape & Vogt Mfg. Co. 


Libbey-Owens-Ford Glass Co 
Lord and Burnham ....... 
Lufkin Rule Co., 


Mack Trucks, Inc. 
Macklanburg-Duncan Co. 
Marlite Div. of Masonite need 
Mauk Lbr. Co., The C. A. 
Mauk Seattle Lbr. Co. 

Midland Co., The 

Minnesota Mining & — Cok :< 
Misceramic Tile .... ¥ 


National Gypsum Co. . ; 65-67 
National Lock Co., 
Medalist Hardware Div. 


Parker Hardware Mfg. Corp., S. 
Penn-Akron Corp. 

Pickering Lbr. Corp. 
Ponderosa Pine Woodwork 
Protection Products Mfg. Co 


Reflector Hardware Corp 
Roddis Plywood Corp 
Ruberoid Co., The 107 


Sargent & Co 105 
Sherman Products, 103 
Silcrest Co., The .... : 15 
Skil Corporation p 23-26 
Smith & Son, Inc., Seymour 3 
Southern Pine Assn. ne 55-56 
Southwest Lumber Mills, Inc 80 


Textron Metals Co 108-109 
76B 


Turnbuckles, Inc 


Union Lbr. Co. jabads , 62 
United Plastic Products Co. 102 
U. Aluminum Siding Corp 20 
Universal Atlas Cement, 

Div. of U. S. Steel ... 56A 
Ware Laboratories, Inc. 37 
Wells Lbr. Co., Ww 94 
Weyerhaeuser Sales ‘Co 35 
Wilhold Products Co. ...... 50 
Wisco, Inc. 

Wisconsin-Michigan Group 
Wrought Washer Mfg. Co 
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The nightclub proprietor crowded the joint by advertising: 
“Thirteen beautiful girls—twelve beautiful costumes.” 
* * * 

The organization man was out until dawn and when he 
arrived home you know what he found. Yep, his wife, pacing 
the floor, to put it mildly. 

“Now, now, doll”, he soothed, “I can explain everything. 
You know I had to work late at the office and because my 
secretary is fresh out of college I asked her to stay and help 
me and learn the ropes. Well, we finished about midnight but 
when we started home she said she wished I’d come see her 
new apartment and I finally agreed to drop in for just a mo- 
ment. But, once I got there, we had a drink or two and one 
thing led to another and—well, dear, here I am.” He smiled 
the smile of the completely honest soul. 

“A likely story!” snapped the wife. “Stop lying to me. I’m 
perfectly certain you’ve been out all night playing poker with 
the boys!” 

* * * 

Some of us old timers live in the Metallic Age—gold in our 

teeth, silver in our hair and lead in our pants. 
* * * 

How about plywood? A source of solid joy to builders, pro- 
fessional or do-it-yourselfers, and a source of sound income 
to dealers. Try MAUK’s plywood from Three Rivers Plywood 
& Timber Co. and your sales will lead to happy repeat orders. 

In this connection you might ask, “Am I stocking the best 
items of precise specifications, priced right and sure to 
please?” MAUK, as sales agents for Three Rivers Plywood & 
Timber Co. has such plywood, measuring first in every respect 
as marketable merchandise for you and your customer. Call 
MAUK to make. your yard a plywood paradise. 

* oy 7 

Simple Celia says money can’t buy love but it can put you 
in a good bargaining position. 

+ oi ok 

Then there was the man who was so jealous that when his 
wife had twins he insisted that just one of them looked like 
him. 

* * * 

Sexonomic values: 

Joe: “Girls come a dime a dozen.” 

Moe: “And to think I been buying jellybeans.” 

+ > * 

The best ad for perfume cautions, “Don’t use this if you’re 
bluffing.” 

* * cd 

Do You Know What Dep't: 

Do you know what strip poker is? Panty ante. 

Do you know what a bachelor is? A man who doesn’t want 
to play Troth or Consequences. 

Do you know what a perfect union is? 
MAUK products. 


MAUK Seattle Lumber Co. 
Seattle, Washington 


zs * 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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New Literature 


Time-Saving Card—See Back Cover 





“Hardboard Ideas” is the title of a new four-color folder 
describing uses of Weyerhaeuser’s Silvatek line of hard- 
boards in home interiors. Illustrations cover decorator-de- 
veloped ideas for playrooms, recreation areas, workshops, stor- 
age spaces and garages. Production specifications are included 
for all items in the line. For a copy of “Hardboard Ideas”, 
write to Silvatek, Box S, Weyerhaeuser Timber Co., Dept. 
AL, Tacoma 1, Wash. 

Circle No. 236 on Handy Cover Card 


Straddle Carrier. A new four-page, color brochure gives 
full specifications and construction features of the 40,000- 
pound capacity Clark-Ross Series 95 straddle carrier. Oper- 
ating characteristics such as travel speed, gradeability and 
turning radius are depicted in charts and graphs. Industrial 
Leen Div., Clark Equipment Co., Dept. AL, Battle Creek, 

ich. 

Circle No. 237 on Handy Cover Card 


Steel Doors & Frames. Amweld Building Products Div. of- 
fers a 20-page technical and descriptive catalog showing its 
various lines of steel doors and frames for heavy-duty, high- 
frequency application in standard types and sizes. In draw- 
ings, photographs and lists, the variety and styles of its Com- 
mercial Line and Commodity Line, including several new 
models, are presented for installation in residential, commer- 
cial and institutional buildings. Amweld Building Products, 
Dept. AL, 604 Plant St., Niles, Ohio. 


Circle No. 238 on Handy Cover Card 


A practical guide to acoustical ceiling design covers the es- 
sentials necessary to meet good ceiling construction standards. 
In simple diagrams and brief captions it covers points of chief 
importance to architects, engineers and contractors faced with 
acoustical ceiling design problems. Recommended specifica- 
tion and construction diagram are included. For a free copy of 
guide prepared by a group of acoustical tile adhesives’ manu- 
facturers, write The Schuyler Hopper Co., Dept. AL, 12 E. 
41st St., New York 17. 

Circle No. 239 on Handy Cover Card 


A new 1959 directory for the Western Pine Association lists 
some 400 Western Pine region lumber manufacturers and 
the products and product services they make available. The 
directory shows mill locations, sales offices and such details 
as species, branding, kiln-drying facilities, staple products, 
special products and packaged paneling. Copies of the direc- 
tory may be obtained by writing to Western Pine Association, 
Dept. AL, 510 Yeon Bldg., Portland 4, Ore. 

Circle No. 240 on Handy Cover Card 


“Choice Homes for Your Selection” is the title of a new 
book containing 48 pages of exciting modern living ideas and 
home designs. It is a carefully planned presentation designed 
to help the dealer sell the idea of home ownership in his com- 
munity. For complete information and prices, write to Na- 
tional Plan Service, Inc., Dept. AL, 1700 W. Hubbard St., 
Chicago 22. 

Circle No. 241 on Handy Cover Card 


Rigid Plastic Pipe. A six-page illustrated bulletin describes 
the manufacturer’s new high-strength rigid plastic pipe, used 
for lawn sprinkler systems, electrical conduit, deep well piping, 
chemical piping and natural gas lines. The new HTHT plastic 
pipe, made from an improved type of Kralastic resin, is avail- 
able in sizes from 42” through 6”. Carlon Products Corp., Dept. 
AL, P. O. Box 133, Aurora, Ohio. 

Circle No. 242 on Handy Cover Card 


Iron Railing & Columns. A new 1959 catalog illustrates and 
describes the complete versatility of Versa Traditional wrought 
iron railing and columns in giving or adding distinctive decor 
both outside and inside all types of architectural buildings, 
whether home, business or industrial. One or more copies may 
be obtained by writing Versa Products Co., Dept. AL, Lodi, 
Ohio. 

Circle No. 243 on Handy Cover Card 


Kitchen Cabinets. A free Specification File Folder is now 
available on the newly introduced Winn-Maid line of kitchen 
cabinets. The folder illustrates the standard units in the line 
and gives general specifications on the cabinets. Winn-Maid 
Kitchens, Dept. AL-S, Odenton, Md. 

Circle No. 244 on Handy Cover Card 
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ourtesy of Cypress Gardens 


“That's right, the whole vacation came right out of profits from 
my Clarke floor machine rental department. I actually made an 
extra $4,000 last year in rental fees and profits from impulse 
sales and related do-it-yourself floor finishing items. And did it 
with just one set of Clarke rental machines.” 


You can earn an extra $4,000 a year just as easily. By setting 
up a Clarke rental department, you establish your store as 
rental headquarters for do-it-yourself floor finishing machines. 
Traftic jumps as you promote your department with the many 
merchandising aids Clarke gives you. Rental fees quickly help 
pay off your investment. And sales of related items — sandpaper, 
sealer, wax, varnish — plus sales of impulse items to rental cus- 
tomers soon build your extra profits to the four-figure mark. 
And it all comes in directly from your Clarke Rental depart- 
ment. 

If you’re interested in a nice, long vacation, a new boat, car 
or anything an extra $4,000 can buy, let us tell you exactly how 
you can get it. Write for details. 


A complete Clarke Rental Depart- 
ment includes floor sander, edger, 
polisher, rug shampoo machine, 
wet-dry vacuum cleaner and hand 
sanders. Floor finish and shampoo. 


Authorized Sales Representatives and Service Branches in Principal Cities 
a Role): MACHINE COMPANY In Canada: Clarke Floor Machine Company (Canada), Ltd., 21 Advance Rd., Toronto 18, Ontario 


Formerly Clarke Sanding Machine Company 


Circle No. 108 on Handy Cover Card 





BARRETT 


RIGIDWALL SHEATHING 


meets every FHA Requirement—~AND THEN SOME! 





HOLDS NAILS BETTER! Tests prove 
that RIGIDWALL Insulating Sheathing holds 
nails 47% better in dry board and 91% better 
in wet board than the FHA requires for direct 
nailing of siding shingles to sheathing. Stock 
RIGIDWALL and use its advantages to sell 
more sheathing to builders. 


SCORES CLEAN ...BREAKS EVEN 
Because of its extra rigidity, RIGIDWALL 
Sheathing handles more easily . . . results in less 
waste. Extra strength also means fewer ruined 
boards from smashed corners and edges—and 
ultimately stronger finished construction. 


23% STRONGER BY TEST! Racking 
tests prove that RIGIDWALL is 23 % stronger, 
on the average, than required by FHA for appli- 
cation without corner bracing. Wet strength is 
actually 44% greater than required. This is 
the extra measure of strength you can offer 
builders with RIGIDWALL! 


MADE BY THE CHEM-FI PROCESS 


This is the unique Barrett process that brings 
the fiber strength of natural wood to insulating 
board. Microphotograph A is ordinary board, 
with fine powder-like particles throughout. 
Microphotograph B is Barrett RIGIDWALL, 
with long reinforcing fibers for extra strength! 


The greatest improvement in insulating sheathing since its introduction. For samples and 
full information, cali your Barrett representative or write us direct. 
+ T. M. of Allied Chemical Corp 


llied 
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BARRETT DIVISION 


40 Rector St., New York 6, N.Y. 
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